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BANNER SULVER YEAR AIEAD 


All Signs Point to 1939 as Record Breaking Year 
for 1847 Rogers Bros. 








ise ore || SALES TO G0 UP 


+96% 













| s 
@ increases in 1847 Rogers Bros. sales 
over the year 1935. (1935 first full year 
under policy of Controlled Distribution pioneered 
by 1847 Rogers Bros. and Wm. Rogers & Son.) 


BW increases in Jewelry Store sales 
ever the year 1935. (1938 estimated by 
Jewelry trade publications.) : 


Start right now to make 1939 your peak 
silver year. Chart at left indicates phenom. 
enal growth in sales of 1847 Rogers Bros, 
compared to sales of all jewelry stores, 
Our salesman is on his way to you to pre- 
sent plans which will help 1847 Rogers 
Bros. break the record made in 1938 and 
keep it the fastest selling line in your store, 
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RADIO AUDIRNCE TRIPLED 


Silver Theater radio program continues without a break .. . 
October to June ...a hit show with an eight months’ run and 
an ever-increasing audience. For every ten radios listening to 
the 1847 Rogers Bros. program in 1936 there were 17 in 1937, 
thirty in 1938. Watch for your 1847 Rogers Bros. salesman. 


[S47 ROGERS BROS. 


America’s Finest Silverplate 











9 


\ 
| 


| 





é 
EEELEEEET CECE 


LlsL-t-1-1 


sleLeLeL 





nag 











TH 
PFeRCCECRCCE 





A PRODUCT OF INTERNATIONAL SILVER CO. + MERIDEN, CONN. 


SEE YOUR 1847 ROGERS BROS. REPRESENTATIVE FOR IMPORTANT NEWS 














Can A Tubular Strap Be 
Made Without Tubing? 
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Is Registered Under 
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HE city that makes movies for the world is matched 
only by Paris as the international fashion power- 
house, where new ideas in costume and jewels originate. 
Last year, JeweLer’s Circutar-Keystone brought 
you authentic jewelry style information from the French 
capital, and more of these ideas will be presented on 
another page during 1939. In addition, JewEeLer’s Cir- 
cuLaR-KrystoNE proposes to report  originality-in- 
jewelry on this side of the water by devoting this page 
each month to new American creations. 

So, off to Hollywood! Milo Anderson, costume de- 
signer for Warner Bros. studios, has given the jewelry 
industry a suggestion for increasing sales and arousing 
consumer interest in the jeweler’s art. Joseff of Holly- 
wood has executed the idea in gold and gems. 

The central piece sketched by Milo Anderson is a 
flower brooch made of green gold, set with a topaz 
quartz cabochon and surmounted by a bee fashioned of 
yellow gold. An unusual feature is the addition of 
many “independent” bees all in yellow gold, matching 
the one on the brooch. These bees may decorate any 
part of a woman’s costume, and even bags and shoes 
lend themselves to this form of ornamentation. 

The basic idea can be developed in many other ways, 
as a flower and petals or leaves; a doghouse and dogs; 
a boathouse and boats. 
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A 25 per cent 
increase in collections in small ac- 
counts would certainly be welcome 
from the start of 1939. 

Here’s how a Nashville, Tenn., 
credit store manager is experimenting 
with a plan that may prove a boon 
to the vast field of installment sell- 
ing. He calls it “installment secur- 
ity,” and his great talking point with 
the customers is: “It works like So- 
cial Security.” 

The idea and the plan is simply 
that the customer signing up an in- 
stallment contract is asked to add a 
certain per cent to each weekly or 
monthly payment to create a reserve 
to take care of possibly missed pay- 
ments due to illness, etc. The small- 
er the installment payment the larger 
the per cent asked. For example, on 
payments of $1 per week, he suggests 
a 25 per cent addition, or $1.25 per 
week. Thus the debtor may miss one 
payment in five and still pay out in 
the agreed period. If no payment is 
missed the bill is paid in one-fifth less 
time. 

Right now the originator of this 
plan is asking 25 per cent on $1 in- 
stallments, 20 per cent on $5 install- 
ments, and 10 per cent on _ install- 
ments of $10 or more. His theory is 
that protection is needed most on the 
smallest payments and needed least 
on the larger payments on accounts 
which are made only to customers 
with gilt-edge credit records. 

Paying this additional per cent of 
his installment payments is not forced 
upon the customer, but rather the 
plan is sold to him. It is made to 
appear a benefit to the customer more 
than to the merchant. “It works like 
Social Security,” suggests the credit 
man. “You pay a little more each 
time and if you miss a payment the 
reserve you have accumulated takes 
care of the payment you have missed. 
If you do not miss any payments, you 
simply pay out that much quicker.” 


© © 


dd 

Nothing goes out of style 
quicker than costume jewelry,” said a 
representative of Hess & Culbertson, 
St. Louis, Mo. “Consequently, as 
soon as the department stores begin to 
announce their January sales, we fol- 
low suit, and offer our complete 
stock of costume jewelry at half 
price. We make an attractive show- 


ing of it in the window, feature it in 
one of the display cases near the en- 
trance, and advertise it in the news- 
papers, with a cut of one or more 
pieces. This closes it out in short 
order, making room for the new spring 
and summer stocks of this same line.” 


© © 


The jeweler’s best friend 


is the food chain-store. It sounds 
screwy to us, but that’s the way one 
of those statistics sharps has it figured 
out. 

He claims to have discovered from 
a recent survey of retailing in Amer- 
ican cities of between 40,000 and 
50,000 population that the more food 
chain-stores a city has, the more 
jewelry it sells. He says that of 33 
cities of 40,000 to 50,000 people, the 
15 which have less than 30 chain 
stores per city have an average jewel- 
ry business of only $287,169 each, 
while the 18 towns of the same size 
that have more than 30 food chains 
apiece, enjoy an average retail jewelry 
business of $480,041. 

Then he goes on and quotes specific 
instances, such as the fact that 
Wichita Falls, Tex., with a popula- 
tion of 43,690 and 37 food chains, 
sells $598,554 worth of jewelry in 
a year, while Bay City, Mich., with 
47,335 people and 21 chain food 
stores does a jewelry business of only 
$245,017. 

He gives a lot of other parallels, 
too, but this has gone on long enough, 
don’t you think? Anyway, he says 
it proves something, about food-chains 
stimulating the jewelry business. 
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Could it be that A & P has taken to 
selling diamonds along with soap and 
potatoes? 

Or could it possibly be that the 
food stores and the jewelry sales are 
both effects from the same cause— 
that in towns where people have 
enough money to support more food 
stores, they also have more money to 
spend for jewelry? You figure it out 
—we’'ve had enough. 
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Pctnnn. Ky., for many 
years was proud of its courthouse 
clock. In fact, the clock was the 
little city’s official timepiece for 70 
years. Then about 15 years ago, it 
started acting funny. It started keep. 
ing different times on each of its four 
faces. Then it quit altogether. Since 
about 1923, the old clock has been 
silent, gathering dust. Folks talked 
about fixing it. It was an issue in one 
political campaign—but nothing was 
done about it until mid-November, 
1938. Then city authorities obtained 
the services of James S. McCracken. 
He’s the fellow who has been often 
in the newspapers for fixing famous 
clocks. The one in the Wrigley 
Building, Chicago, in the Metropoli- 
tan Life Building, New York—even 
a trip across to fix Big Ben in London, 
“Your big clock is in good shape,” he 
told Henderson city dads. “A little 
rusty and dusty—that’s all.” A few 
hours later the big courthouse clock 
started ticking off the time. Scores 
of high school students came down to 
see. Not a student could remember 
when it stopped after three score and 
ten years of honest service. 


© © 
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Who selects the engagement 
ring?” a question posed to Cynthia 
Grey, who conducts a personal prob- 
lem column for the Columbus, O., 
Citizen, brought forth two conflicting 
opinions. 

A Columbus jeweler answered, “A 
girl should not select the ring. She 
may shop and select all of the furni- 
ture and trimmings that go into their 
new home. However, she should not 
shop and help buy the ring. I do not 
think that it expresses good taste on 
her part, and the young man gets his 
first disappointment because he be: 
lieves his girl to be made of something 
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different than all the others. ‘Think 
of the many months the man _ has 
planned and dreamed before popping 
that great big question and the love 
and tenderness with which he will 
give her that ring which will make 
her his very own. By all means he 
should select the ring. He should not, 
however, give it to her as a Christmas 
gift.” 

Miss Grey, on the other hand ad- 
vised her correspondent as follows: 
“I think the girl should have a hand 
in the choosing. She has seen her 
friends’ rings. She knows what she 
wants. She might love her fiance to 
the nth degree, but unless he is a 
wealthy man who is a connoisseur of 
rings, he is likely to make a poor 
choice, and both of them know it. 
Therefore most couples of moderate 
income, shop together on this very 
important item. And I, for one, 
think it’s the only sensible thing to 
do.” 

Certainly both points are well 
taken. What is your opinion? 
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sins prestige to gifts 
from your store,” says Fred J. 
Cooper, Philadelphia jeweler, “is one 
of the most effective merchandising 
angles a jeweler can have. If we can 
make the recipient feel that a gift 
from Cooper’s is something very spe- 
cial she’s a good deal more likely to 
come to us when she wants to buy a 
gift that will make a good impression 
on somebody else. 

“One of the ways by which we ac- 
complish this is by the use of a rather 
unique gift card. We specialize in 
antique silver and jewelry. When 
Mrs. Jones buys an old spoon for 
Mrs. Smith, we put into the box one 
of these cards which is neatly en- 
graved on high quality stock, and 
about the size of a lady’s visiting 
card. 

“On it, in the spaces provided, are 
written the name of the article, the 
country or city in which it was made, 
the name of the maker, and the year 
it was made. The name and address 
of our store, and a reproduction of an 
antique hall-mark are engraved at the 
bottom of the card. 

“When Mrs. Smith opens her gift, 
and sees not only that it is a piece of 
silver, but also learns that it is an 
antique marrow-spoon made in Bos- 


ton in 1785 by Daniel Parker, she’s 
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going to treasure it far more highly, 
and the store from which it came will 
be associated in her mind with gifts 
of distinction. 

“The same idea is used in all gift 
packages whether antique or modern. 
A dignified card with a description 
of the piece gives it greater import- 
ance and registers the idea of 
Cooper’s as the place to find desir- 
able gifts.” 


© © 


Wy jewelers go mad 


is the title of an anecdote which ap- 
peared recently in the Washington- 
ville, N. Y., Post: 

A man who received a guarantee 
with the purchase of an electric clock 
from his jeweler was dismayed to 
learn that the clock had lost more 
than an hour, just a day or two after 
he started it. He immediately com- 
plained and the jeweler sent a re- 
pair man to examine it. No fault 
could be found but in a few days the 
customer angrily phoned the jeweler 
again and told him to call for the 
clock. It had again lost an hour in 
the course of a day and he no longer 
wanted it around. 

The next day the clock expert ar- 
rived early but decided to do a little 
investigating before removing the of- 


fending timekeeper. In the course of 
a tactful conversation with the maid 
he discovered that she never touched 
the clock—except when she vacuumed 
the room. Of course, then she re- 
moved the plug temporarily. Outside 
of that she never went near it, as 
these new fangled clocks were too 
easy to put out of order. 


© © 


A Middle Western jeweler 


last month paid good cash for a 
bracelet sold to him as old gold. It 
was marked 18 K, followed by two 
capital initials and the abbreviation 
“Co.” Examination at a later date 
revealed a very thin plate of white 
gold over a base metal. The jeweler 
was out several dollars—and the 
Jewelers Vigilance Committee, to 
which the bracelet was sent, was 
powerless to procede against the maker 
of the bracelet because the maker’s 
mark on the bracelet does not appear 
on any list of registered trade marks. 

The moral of the jeweler’s experi- 
ence is this: You can’t rely on quality 
marks, even when accompanied by 
maker’s marks, when you buy old 
gold. ‘Test all old gold brought to 
you for purchase. This is a good rule 
worthy to be observed. 











"Sometimes | think | should have said ‘yes 
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Turtles, Tanks 
and Timepieces 


MOT welul inventions take thet th 
how Mother Noture "The exoanut was the 
forerunner of the milk bottle and whore did the 
wipper idew come from if not the banana? 








Ih turtles can do it and tanks, too, why can't» 
watch? Se one watch manufacturer took hs 
flaest, sturdioat movement, sarounded it with Py 
hardshell armarplated case and hehold the 


Turtle” 


Watch, ‘The watch that fulfill, 


America’s laverite virtue, the watch “that can 


PRACTICALLY everybody kuows that when 


watches fall down they go boom. with much tke it,” 


resultant aggravation and expense. lr was in a 
Zou S were the hiest jewelers in the West to 
coangless quest lor o new kind of watch that , \ 6a , 
int the waterproof, dust “ 
could fall down aud come up smiling. instead " a f2 . ae i i sandproet 
f h ' 
PENS OS A pumpprool, deopprval, foulprual timepiece and 
, then not uatil every member of this fiom had 
world's largest manulacturer of tinepleses sud 
dich RAE RAE aR worn ove penonally lor months and months 
and months. to make certain that the Turtle” 


watch would give « higher degree of satisfaction 


NOTHING ever happens to « turtle, At the 
tia ‘ideas Gl Auer hia Galdy cid: crintorvan than any wrist watch ever built or sold helore 
tucks head, tail and leys ia his private hom 
prvat shelter and laughs at the world. Next our > RINE: stores all aver Amerten sell these thne 
watch maker bethought bimsell of the tank. that 


armor plated piece of machinery that plows up 


pleves today hut the eriginal and genuine Turtle 
Wateh is exclusively at Zell's in Portland. A 17 
hill, down dale, through walle aud over trees, jewel moulel for only $97.50, and others, in mare 
all without injury to the ticking of ite innards 


elaborate caves, up to $125.00. Come, see them 


Budget payment at no extra cost Mail orders on approval 


Zell “Bros 
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a peck of diamonds! 


A STRANGE: statement, fan's 0? Becatise 
diamonds are sald by the carat, not by the 
peek. Though you might just as sensibly sell 


T TEN hew are you to go about choosing a 
diamand ring jatelligently? W. 
best ways we know of is 


ell, one of the 


by comparison 


them by the peck ws by the carat because size, Here at Zell's we have magnificent gems of 
lone, means little in the parchase of a pre- daraliog tbrillinnce set in the inerodibh 
clods stone, 4 


lovely Masterpiove guild mountings, By all 
means come and sve them and use then asa 


You can put two diamond tings side by standard of comparison 


side. each with the same sixe solitaire gem, 
each with the vome number of smaller dis. 
monds for ormamentation, each with the 
same gmount of platinum to the vetting, yet 
one ring may well be worth four times as 
touch as the other, 


BECAUSE « dinmond ting should he man 
than just pretty, more than Wat « thing of 
beauty, lt should possess a simply breath 
taking loveliness. It should make your heart 
leap. It should sill yest, rather than just 
please you. 

THE benuty of « diamond depends upon the 
degree of its brilliance and brilliance, in 
tum, depends upon colar, freedom from flaws 
and skill of cutting. The heauty of @ setting 
depends bor mare upon the nrtistey of its 
engraver and diamond setter than upon the 
quality or amount of precious metal employed 


Anp because diamonds are something the 
average person doesn't know « areat deal 
about you're safer i you deal with « fine 
jeweler and one in whom you have confi 
dence. Not Zell's, necessarily, though we'd 
he flattered hy your custom, bat any jeweler 


whom you feel cortain of, in advance. 


Zell's offer a sensible budget plan without additional cost, 


Zell ‘Bros 


@ROADWAY iw ens MORRISON ST. 
















































































































@ On the opposite page are shown 
four advertisements in Zell Bros.’ 
confidence - producing series. The 
sheer boldness of the headlines wins 
attention in the first place, and 
their imaginative wording appeals 
so strongly to people's curiosity 
that readers are compelled to follow 
through. Shown here in reduction, 
the ads originally were four columns 
wide, ten and a half inches deep. 
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RACTICALLY every jeweler will agree that the most valuable asset a 
i jewelry store can have is a feeling of respect for it and complete con- 
fidence in it on the part of the public. 

Zell Bros. of Portland, Ore., are doing a remarkably effective job of build- 
ing that kind of atmosphere for their store in their current newspaper adver- 
tising. The ads mention no price, show no pictures of goods, and in fact make 
no effort whatever to sell any specific items of merchandise. Their one and 
only aim is to create and foster in the minds of the public the idea that Zell’s 
is a fine reliable store, manned by jewelry, watch and silver experts who 
are both able and willing to give the customer sound authoritative counsel in 
making a wise selection from the wide assortment of quality merchandise that 
comprises Zell’s stock. 

The ads are of uniform size and style, and are also uniform in the way they 
are placed in the paper. One ad is run every Sunday on the same page of the 
paper and in the same place on the page (the upper outside cover). Thus 
the advertisements get the fullest benefit of the force of repetitive effect. 
And because they are entertainingly written and carry information that is in- 
teresting, as well as a very effective sales story, which is all the more effective 
because it is indirectly approached and subordinated to the idea of giving 
interesting information, the ads are looked for and read. 

Each ad has a central theme on which the story is built. For example, the 
one headed “. . . and Gypsies jump over a broom” describes the wedding 
customs of other lands and people, and so leads cleverly and unobtrusively 
into a mention of the glamorous wedding rings on display at Zell’s. 

“Watches, Doorknobs and the Nail of Your Thumb” tells of the develop- 
ment of the modern watch with its thumbnail size movement from the massive 
doorknob ticker of a couple of generations ago, and so works around to 
establishing the idea that Zell’s is the place to go when choosing a watch. 

‘Mister, give me a pack of diamonds” explains the things that make one 
diamond more desirable than another of the same size, and points out that 
on that account it is important when buying gems to do so from a jeweler 
of integrity. This ad is especially noteworthy because in the final paragraph, 
after establishing the importance of buying from a reliable jeweler, it closes 
by saying—“Not Zell’s, necessarily, but any jeweler whom you can feel certain 
of.” 

This close naturally makes the recommendation to go to a trustworthy 
jeweler carry far more weight because of its apparent unselfishness. 

Does such advertising pay? Naturally its results can’t be measured in the 
way that is possible with advertising featuring some particular item or group 
of goods whose sales increase following the ads can be compared with the 
cost of the campaign. 

This advertising is of an entirely different sort. Its object is not to sell 
certain items of merchandise right then and there, but to build prestige for 
the store, and to make people think of Zell’s as the best possible place to buy 
jewelry, whenever they buy and whatever they buy. And that, as we said 
at the outset, is a situation that every jeweler would consider ideal. 

Zell’s campaign is achieving that purpose and has been an important factor 
in creating the prestige that is unquestionably theirs today. 
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ad—4 columns wide. 


MAS Y jewelers have realized the value of display- 

ing watch attachments in close proximity to the 
watch repairing department. This, in itself, is a good 
idea and will certainly help to sell watch attachments. 
But still more important is the way in which watch at- 
tachments are suggested to the customer. The proximity 
of an attachment display to the customer while waiting 
for his estimate on a repair job may not arouse his in- 
terest to the extent of making inquiries. It is up to the 
salesman to use these few moments of leisure in calling 
attention to the advantages of equipping a watch with 
a new attachment. 

Ernest A. Cramer, in charge of the watch repair de- 
partment of S. Kind & Sons, 1110 Chestnut St., Phila- 
delphia, has considered this merchandising opportunity 
from every possible angle and his method of selling at- 
tachments reflects a careful study of the merchandising 
possibilities in this department. 

The counter where repair customers are served con- 
tains a display of cases made specially to contain at- 
tachments of various types. Quality attachments 
exclusively are sold, the metal bracelets being confined 
to karat gold, rolled gold plate and gold filled. The 
“Add-A-Diamond” bracelet is a feature of this display, 
an idea originated by Kind. These attachments have 
space for the mounting of 30 diamonds and are made in 
platinum or white gold. Generally one of these brace- 
lets is sold with the first pair of diamonds already set 
and then as time goes on, the additional stones are sold 
in pairs or sets of four or more. The design of the 
mounting for these stones is such that it presents an 
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inspected 
and insure the safety of your watch, 
says this S. Kind & Sons newspaper 


WATCH 
Attachments 


Worth 
Pushing 





That's the experience of S. Kind & Sons, Phila- 
delphia jewelers, who have built a substantial 
market for these items by making the most of 
This article tells how. 


their opportunities. 
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® Watch bracelets are advertised at- 
tractively in S. Kind & Sons’ catalog. 


attractive appearance even though only half of the 380 
stones have been set. 

One idea stressed by Mr. Cramer is the ‘“‘moderniz- 
ing” effect which a smartly designed attachment has 
upon a watch. He is careful always to have in the store, 
attachments which harmonize with the newest designs 
in watchcases and is thus always able to talk style to 
the customer. For example, the new round watch calls 

(Please turn to page 50) 
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Tested Ads tor 
February Business 


EBRUARY sales in the typical jewelry store last year dropped 

12 per cent from January. February is briefer than January by 
half a week, but here’s a challenge: See if you and your staff can 
deliver enough extra ounces of sales energy during February, this 
year, so that the second month of 1939 will be even-up with or better 
than January. The ads shown on this page were culled from many 
used last February. They show how some enterprising firms sched- 
ule an annual clearance sale, how others dramatize St. Valentine’s 
Day and the February birthstone, and advertise cleaning and repair- 

ing during the Lenten season when less jewelry is worn. 


Key to ads illustrated ... S. H. Kirby & Sons, Inc., New 
Haven, Conn., two columns by I1!/2 inches; Slavick 
Jewelry Co., Inc., Los Angeles, two columns by five 
inches; Webb C. Ball Co., Inc., Cleveland, two columns 
by seven and a half inches; Mermod, Jaccard-King 
Jewelry Co., Inc., St. Louis, two columns by three 
inches; Frank Herschede Co., Inc., Cincinnati, two col- 
umns by six inches; Lambert Bros. Jewelers, Inc., New 
York, two columns by five inches; Geo. T. Brodnax, Inc., 
Memphis, three columns by 18 inches; Cowell & Hub- 
bard Co., Inc., Cleveland, two columns by five and a 
half inches; Holzman's, Atlanta, 3 columns by 4 inches. 











Kirby's 
Annual Cash 


SALE 


Outstanding Values 
STERLING HOLLOWARE 


ONLY ONE OF A KIND 


Reg aes Lad 
Price Pree 
$175 Centerpiece .:. aeog $125 





$ 85 Pair Candlesticks (to 
match) ... sec 0s. ar 0F OO 
$ 45 Cenferpiece............005 $ 35 












$ 35 Sandwich Tray ........005 

OS RRS $7 
$ 50 Covered Chop Dish ........ $ 40 
SME Ses ceccecven nes $135 







Bree Ghay Baek. co sccceaccvece $ 8s 
$ 45 Vegetable Dish ........... $4 
$'30 Pair Candlesticks ’......... $ 20 
$100 Pair Candlesticks ...0:..,. 









$ 15 Single Rate. cos. ecient 
$ 60 Pair Compotes .........55 $40 
$110 Water Pitcher ........000% $ 95. 


8-ONLY SALAD PLATES 
Regularly Sold at $80 
Now $56 ' 


KIRBY'S 


“derclere For Over A Century” 


972 CHAPEL ST. 
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THE AMETHYST 
Birthstone For February 


The Amethyst of Royal Purple stands pre- 
eminent as the most popular of the semi- 


pe Fm i eo Lake 
ale to have 

Poe the heads and forms of 
animale constituting the most favored models 
in those ages. 

In these modern times it ts ued as 
@ beautiful setting for « and ie 


Priced ot jrom 10.0 to 75.00. 


mt Frank Herschede co. 











lives of us all. 

















Let expert craftsmen 
Clean and Repair 
your jewelry regularly 


LEXINGTON AT 60th 8T.: 
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Hue ROMANCE 


From earliest annals, silver shines forth as the metal of the ages. 
Helen of Troy, the face that launched « thousand ships, gazed 
contentedly into a mirror—of silver. Cortez and his conquis 
tadors marched across Mexico and inte the halle of immortal 
fame in quest of—silver, Paul Revere roused the patriots when 
he rede, but poured owt his soul in works of—silver, In cere 
moniais of church, in the treasmres of palace, in the equipment 
of hospital and the heirlooms of home—even in the filming of 
the modern motion piciare—silver brightens and betters the 


Once silver «as reserved for reyalty and nobility. How dif- 
fereut today! The heritage of old-werld craftamanship and the 
priceless stores of new-world ores meke possible fine silver within 
reach of everyone. Today the Master Craftamen of Gorham® 
and the experienced taste of Brodaax join to present classic 
designs and modern motifs in gracious, shimmering, ageless 
sterling silver flatware and holioware. Today the wedding, the 
anniversary, the 
ohserves with gifts of fine silver. 

All sterlistg silver is of one standard of purity. But there is 
a vast difference in weight, workmanship and design. Each of 
the chaste, correct Brodnax patterns has been selected by « 
trained and critical judge of authenticity and crafismanship. 
Whatever Brodnax patiern you prefer, know that it reflects the 
time-honared tradi 
dependability of the House of Brodnax. And it shall be yours at 
ne premium in price. 


Write for Brodnax 100-pege Gift Guide. Sent without charge. 





Three distinguished designs by Gorham 


A number of other Corham patierns in open stock for your’ inspection 


EXCLUSIVE MEMPHIS AGENTS FOR CORHAM STERLING 


GEO. 


Goldsmiths * 
MEMPHIS, 





OF SILVER 
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separately if desired). Other Broduax Tea Sete 
from 11008, 


arrival of the first-bern are occasions one 


tions of a noble craft and the time-tested 


“Master Craftamen vince 188% 





T. BRODNAX, inc. 


Sileersmiths * Diamond Merchants 
TENNESSEE 














rings 
from $60 epwerds 






Convenient Charge Accounts 
Euclid Ave. at 13th St. 













; Fine Silver 
a to own 
“Chantilly” y 

Piece Set $73.75! 























HE Jewelers Board of Trade, in co-operation with 

the American National Retail Jewelers Association, 
has just completed a survey of the income, expense 
and profit and loss figures of retail jewelers. 

All types and sizes of stores—big and little, cash and 
credit—in large cities and small—were included in the 
survey, so that the result is a true cross-section of the 
retail jewelry trade. 

For all of the reporting stores combined, the grand 
average rate of net profit was 2.1 per cent of gross 
sales. A complete tabulation of average expenditures, 
using sales volume as 100 per cent follows: 


Operating Expenses, Gross Margin, Net Profit 
and Stock Turn of Retail Jewelry Stores 








Net Cost of Merchandise Sold ........... 58.4%, 
SD Pgnid ks rants ova nce eaceted 41.6 
EXPENSES 
Salaries and Wages ................... 20.5% 
RR NSok Melita ek wank dew eee ee Oeeees SF 
rr errr ee rer rere 2.6 
Store and Office Supplies ............... 1.6 
Heat, Light, Power & Water ............. 1.1 
OT Si, oF 856-454. hae. bad 6 oo Gers 6 9% | 3 
NE SS oc od cides bed halk hs cada weeds 0.8 
ee 0.9 
Losses from Bad Debts .................. 0.6 
All Other Expenses ..................... 3.5 
Total Expense Before Interest ............. 38.6% 
Interest on Borrowed Capital ......... 0.9 
2) 8 Ee. | a 2 A 
NET PROFIT A pci etemsien esse aneel 2%, 
es re | .04 


However, it must be borne in mind that the above 
figures are a grand average covering all kinds and sizes 
of stores in many different types of communities. Since 
the methods of the big store are necessarily different 
from those of the small one, and since certain items of 
expense are apt to vary with the size of the town, a 
better standard of performance for the jeweler who 
wants to compare his operations with those of other 
stores, is to take the figures for only the particular 
group in which he belongs. 

To make this possible, the grand totals have been 
broken down to show the averages for various groups. 
Table “A” presents the separate figures for each of 
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The Jeweler’s Dollar 


—WHERE IT COMES FROM—WHERE IT GOES 


Have you ever wondered whether you were making 
the profit that you should on the business you do? 
Have you ever wondered whether rent or clerk hire 
is taking too big a percentage of your receipts— 
whether you should be spending more or less for 
advertising? This article, based on a survey by the 
research department of the Jewelers Board of 
Trade, in cooperation with the A.N.R.J.A., will give 
you a useful yardstick against which to measure. 


four groups divided according to annual volume of sales. 

The highest net profit in proportion to gross income 
was shown in the group with annual sales of $50,000 to 
£99,000 per store, although the gross margin above cost 
of merchandise is less for this group than for stores 
doing a smaller volume and is identical with that for 
the establishments of larger size. The higher net profit 
was achieved by keeping operating expenses lower, the 
principal reason for the lower total of expense being in 
the item of salaries and wages. 

The smallest concerns, with average sales of less than 
$20,000 per store show the highest ratio of operating 
expense, and the lowest rate of stock turnover, yet man- 
aged to show a rate of net profit as great as that of the 
stores of largest size with sales of over $100,000 each. 

The explanation is to be found in the higher gross 
margin. Evidently stores of smaller size take a slightly 
higher mark up on their merchandise. 

Table “B” presents the operating ratios of retail 
jewelers classified according to-the size of the city in 
which they are located. 

The highest rate of net profit is shown by concerns 
located in cities with populations of less than 25,000. 
This group takes the second highest gross margin of 
any of the four divisions, and has the further advantage 
of lower total operating expenses. All three principal 
expense items, salaries and wages, rent, and advertis- 
ing, are lower for this group tiian for concerns in larger 
cities. 

Salaries and wages for concerns in both the small and 
the very large cities were lower than shown for firms 
in cities of medium size. Rent increased as the size of 
the city increased, but advertising expense was highest 
in the group located in cities between 100,000 and 399,- 
000 population. 

The final table, ““C,” shows the percentage of jewelers’ 
sales for each of the six principal classes of goods, with 
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the gross margin and rate of stock turnover for each. 
Diamonds and diamond jewelry account for the larg- 
est percentage of sales volume and also have the highest 
gross margin between cost of merchandise and retail 
price. However, the rate of stock turnover for this 
class of goods is the slowest for any of the jewelers’ 
principal lines. 

Sterling flat and hollowware carries the lowest gross 
margin but it also has the highest rate of stock turnover 
excepting only the miscellaneous group. 

These factors when combined, show some interesting 
results. Thus a stock of $1,000 in diamonds and dia- 
mond jewelry at the beginning of the year, would pro- 
duce $930 in sales, on which the gross margin of 42.7 
per cent would amount to $397. A stock of $1,000 in 
sterling would mean sales of $1,590, and although the 
percentage of margin is only 37.5 per cent, the margin 
in dollars on the $1,000 original investment would be 
$596. 

Likewise, plated ware would yield an annual gross of 
$611 per $1,000 of stock carried, clocks and watches 
$579; and miscellaneous items, the surprising figure of 
$744. 

In other words, when annual turnover, as well as gross 
margin per sale is taken into consideration, some of the 
merchandise with a lower rate of mark-up is found to be 
highly profitable in proportion to the investment in stock 
—a point which jewelers will do well to keep in mind. 

Another breaking down of the grand average figures 
was made on the basis of cash versus credit stores. How- 
ever, after analysis it was found that this comparison 
was relatively meaningless, at least as far as the reports 
gathered in this particular survey are concerned. This 
is for the reason that all of the credit stores which 
cooperated in this research were in the big-volume 
group, their sales averaging $139,000 per store, and 
therefore the figures for the group are probably not a 
fair average when all credit stores, both large and small, 
are taken into consideration. 

In connection with the tables of income and expense, 
both for jewelry stores as a whole as set forth at the 
beginning of this article and also for the various groups 
shown in the column at the right, it must be remembered 
that the figures deal with merchandise departments only 
and do not include either income or expense of repair 
departments. 

This is because many stores keep their records on 
such a basis that the question could be considered only 
in this manner. 

Consequently, in comparing your own figures with 
those of the average for the group in which you belong, 
do not include your income for repair work in figuring 
your total sales, but use the total of merchandise sales 
only as 100 per cent. 

Likewise in comparing expense items, use only the 
expense of merchandise departments, and compute what 
percentages they are of merchandise sales only without 
repair work. 

With respect to interest on capital, only a few re- 
ports included interest on the proprietors’ own capital 
invested in the business. Therefore, the item of interest 
shown as one of the last items in two tables consists of 
only the net interest actually paid out to banks, mort- 
gage holders or other lenders. 
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Table A—Operating Results of Retail Jewelry Stores 
According to Volume of Sales 
VOLUME OF SALES 


Less 
than 








Net Cost of Merchandise ........... 56.8% 
Gross Margin ....... . 43.2 
EXPENSES 

Salaries and Wages . FR 
ent. cdddecwede: 7.0 
Advertising ..... 2.0 
Supplies ......... 1.3 
Heat, Light, Etc. 1.5 
WOME i scwecdon: 1.3 
Insurance 0.9 
Depreciation 1.6 
UNE sca ciiweaveccsnedentans 0.6 
Cae EMGNEGR: ca kc ccccnscedicecscas 3.5 
Total Expense before Interest 39.4% 
Interest on Borrowed Capital 1.5 
TOTAL EXPENSE ee | 
NET PROFIT 2.3% 
Cte OP SIG TUM gg cv voce cccwcnces 0.9 


PEATE TTT TTT TTT PET CULT UIT EEET OPA ETT TMT TT LEE EUG EPCOT CUT COT CT 

















$100,000 
$20,000 $50,000 and 
$20,000 to$49,000 to$99,000 over 
56.8% 58.9% 58.9% 
43.2 41.1 41.1 
21.1% 17.8% 19.1% 
5.4 5.6 5.1 
2.6 3.1 3.1 
1.5 1.7 1.7 
1.2 0.8 1.7 
Pe L.5 1.6 
0.8 0.9 0.8 
0.9 0.8 0.8 
0.6 0.6 0.4 
3.5 3.9 3.9 
38.8% 36.7% 38.2% 
0.9 0.6 0.6 
39.7% 37.3% 38.8% 
3.5% 3.8% 2.3% 
1.2 \. 1.2 
LEUUTUEULAUEL RETO EA 
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Table B—Operating Results of Retail Jewelry Stores 


According to Size of 


City 


CITY POPULATION 


























Less 25,000 100,000 400,000 
. than to to and 

25,000 99,000 399,000 over 
Typical Merchandise Sales .. $15,600 $40,500 $50,700 $59,200 
Net Cost of Merchandise Sold ...... 57.8% 55.9% 58.6% 61.9% 
Gross Margin .......... . 42.2 44.1 41.4 38.1 
EXPENSES 
Salaries and Wages . 17.4% 24.0% 20.0% 17.6% 
WOR a kdewdsicens 5.1 5.6 6.0 6.2 
WN io ooe ves ndcceedesaasaeded 1.9 2.5 3.1 3.0 
SOD | Sakaxes muereeat 1.3 1.5 1.6 2.0 
pie; Elehis Beso. cd veccadcdscacsan 1.0 1.1 0.7 
WOMMOE? ccdueudwensdnucescesetend sessed 1.3 Il 1.4 1.3 
INGUNGREE: 2.0602.555 0.8 9.6 0.8 0.8 
Depreciation ............... 1.3 0.8 0.8 0.6 
Gl ENE ds cnacccsccasaeecsccuamens 0.8 0.4 0.5 0.3 
CHE RNR ec cicccucececcdiccnans 3.8 3.4 4.1 3.5 
Total Expense Before Interest ....... 35.1% 40.9% 39.4% 36.0% 
Interest on Borrowed Capital ....... 1.0 0.7 0.8 0.8 
pio | |. ere eee 36.1% 41.6% 40.2%, 36.8%, 
We NUNIEEY \accdcdacvccdcesidesednee 5.1% 2.5% 1.2% 1.3% 
Ct OR I TO 5 on once cacandcets 0.9 0.9 1.1 1.0 
MUDDUANNENNNQQNOUUULNDNREAUOQOQNNUUUUROEGSUS4QQQUUULUEUUEA2N04GQ00QU0GUUEEEEEUSOONSECUEUUUAEEGENALEOQUUOUOA EASES LATAUOUO UO TOEASEid ec UO ATEN 
AVUTTTVTTII TTI EFFPRPRRETTT PEGESTTTTITTT UTTNTTI ROTI UTTIUTTTRCTILOTROTRROTTT CCT UOUTICUTICGTT NOT HUDTUGTMCGTUPELIUUTLIOUI TOOT IUTIOO COLL IUO LOADS iO Tec HPOL LOU HLILLUTLHT UL 





Table C—Sales, Gross Margin and Stock Turn of Retail 
Jewelry Stores by Merchandise Lines 


GROSS 

SALES MARGIN 

Diamonds and Diamond Jewelry....... 27% 42.7%, 
TOON occas caneceqeseunentnstuexuens 15% 41.7% 
Watches and Clocks ......... 18% 42.4%, 
Sterling Flat and Hollowware 19% 37.5% 
Plated Flat and Hollowware ............ 7% 39.2% 
WARE, oicck c kd cleccvacducsucusceuenl 14% 39.6% 





PUTT eee 


MANLDNUOAENAONNMAEENAUNETATGNI NEE 


STOCK 
TURN 


0.93 
0.93 
1.39 
1.59 
1.56 
1.88 
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alee sale 


by JUNE HAMILTON RHODES 


of the Jewelers Publicity Committee 








® Massive bracelet of gold, de- 
lightfully equipped with remov- 
able clips made of platinum and 
set with diamonds of fancy cut. 


Jewelers Publicity Committee photo. 


OT so many years ago utility, desirability and the 

like were the features that weighed most heavily 

with the public in the selection of a piece of merchandise. 

Then the women of America became fashion conscious 

and merchants discovered that fashion, too, was saleable. 

Today, fashion is, in most lines, the factor which weighs 

more heavily than any other with Mr. and Mrs. John W. 
Public when making their purchases. 

Fashion can be—and is—dangled before the con- 
sumer’s eyes to whet his appetite for more and more 
merchandise. The fact that it is ever-changing is its 
mainspring; and to say that fashion is foolish, giddy, 
silly, fickle, doesn’t hurt fashion’s feelings at all. In 
fact, fashion might agree with you. But if you so much 
as dare to intimate that fashion doesn’t sell a bill of 
goods in every phase of industry, then not only fashion 
but every sound up-to-date merchant in the country will 
give you the laugh. 

Where necessity makes one sale, fashion makes 4 
dozen. Fashion is the thing that sells a new car when 
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Bonney photo. 


@ Above, matching necklace and hair 
ornament made of silver and gold, de- 
signed by Chanel of Paris. Evening dress 
of stiff white mousseline de soie, em- 
broidered delicately in pearl spangles. 


® Opposite page, gold earrings, clip 
ring and bracelet, all matching, worn 
with gold lame—a_ perfect ensemble. 


@A chunky necklace of deep rich amber, 
gold plated button earrings and link 
bracelets harmonize with a tweed ensemble. 


the “old” one has only 5000 miles on the speedometer— 
a new set of “modern” furniture when the old chairs 
and table are perfectly serviceable—a new coat long be- 
fore the old one is threadbare. 

And if we think for a moment that fashion doesn’t 
affect the jewelers just as much as it does the depart- 
ment stores, we have another think coming, and it had 
better come fast. 

We feel the effect of fashion in every phase of our 
lives. In architecture, interior decoration, flower ar- 
rangement, in china, glassware, linens, blankets, rugs, 
silver—even in our kitchens and bathrooms—and cer 
tainly in our jewelry. 

There isn’t anything mysterious, unfathomable, im- 
practical or difficult about fashion. Fashion is a com- 
modity to buy and sell at a profit. Fashion is a business. 
It is well organized and its dictators are not mere fad 
or fancy. Fashion evolves logically and in regular 
cycles. Its sources are easily traceable and authentic. 
Most of it originates in Paris, New York and Hollywood. 
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any more.” 





Christie 
photo. 


Leys, 


& Co. 


® Black and white pearl earrings, 
as worn recently in America by 
Mrs. Anthony Eden, are in voque. 


The trouble is that the changes of fashion come so 
frequently that most of us do not stop to analyze them. 
We don’t stop to analyze our own business. We just 
say, “Business is bad, nothing to do about it’ or “Busi- 
ness used to be so and so but nobody wants this or that 
Why? Because it is out of fashion. 

The trouble with so many of us rugged individualists 
is that we resist. We don’t want to change our stock 
frequently. We don’t want the new idea. We don’t 
want to admit our stock is old fashioned and out-moded. 
We don’t fool anyone but ourselves. Even an eleven- 
year-old child knows which ring is old fashioned and 
which is new. It is fashionable for children to wear 
jewelry, yet how little children’s jewelry is found in 
our jewelry stores. 

(Please turn to page 42) 


Jewelers Publicity Committee photo. 
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OMES a new year bringing with it new plans, adventures, ideas, problems, 
experiences, and last but not least, new hopes and encouragements that are 

not unlike those which come to one who, being lost in a forest or strange land, comes 
suddenly upon a friendly landmark with which he is familiar. The assurance of 


now being able to find the way out is most heartening. 








B. J.D. 








After many years of observing and studying this industry, I find there are com- 
parably few changes. Styling, changed plans of distribution, a tendency toward 
greater manufacture of cheaper lines, some very attractive modernizing of stores and 
more attention to display windows about cover the major changes. 


Again, it is interesting to note that those manufacturers, wholesalers and retailers 
who have for years carried high the torch of integrity and decency in the operation 
of their business are still maintaining those same high principles. 


And, by that same token, those whose morale is lower, whose technique is ques- 
tionable and whose operations generally are harmful to the industry at large continue 


unchallenged. 


One thing that has impressed me more than anything else, is that the public gen- 
erally are more jewelry conscious. By that I mean that they are more familiar 
with what 10K, 14K and 18K jewelry really is. 


They know the chicanery practiced in the sale of diamonds. In fact, they are more 
price- and value-conscious than ever before. 


More jewelry is being worn today than at any time I know of in the past 20 years. 
The plainer the gowns, the more jewelry. True, there is a goodly quantity of inex- 
pensive jewelry being sold due to the fact that most attractive designing has come 
into play. 

As to watches, I think the trend is toward better watches, and much of the truck 
that was foisted on the public during past years is not enjoying much of a play. 


In summing up the general picture, I am thoroughly convinced that if the eco- 
nomic conditions improve we will again see a decade of jewelry selling equal to any 
era of the past. You may well depend on that statement. 





In the meantime, let me wish for the manufacturers, the importers, the whole- 
salers and the retailers, throughout the country, the happiest of holidays and an 
abundance of good fortune and good health, and in the immortal words of Tiny 


Anrthy Koby 


Vice-President. 


“God bless us, every one.” 
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“WELCOME, 
little 
New Year...” 


"I'm welcoming little 1939 with open 
arms.” The jeweler who told us that 
smiled. 

“1938 was an educational year. The 
old profit-chart looked pretty good 
after last Christmas. Everything was 
going to be swell. And we all breathed 
a sigh of relief .. . and relaxed. 

“That's when it happened all over 
again. Sales slumped. Profits dropped 
off. Everybody’s worry-lines started to 
show again. So we had to start all over 
cutting expenses, paring down, experi- 
menting, working overtime on plans, 


Wadsworth 


schemes. And we came around just in 
time for the 1938 Christmas season. 

“Maybe we didn’t do as well as last 
year, but we learned something. We 
learned that we're human. We like to 
rest, relax. We've got to fight that... 
even when things look good. And that’s 
my New Year’s resolution. 

“I'm glad to see 1939 come along 
with its new, clean ledger pages. Its 
smart, new styles and jewelry, and its 
new opportunities... opportunities that 
I'm going to be prepared for. 

“No relaxing this year. 





“No letting up on drives. 

“No ‘giving the counters and windows 
another week.’ 

“No slacking in advertising. 

“No ‘giving in’ when customers think 
they want junk, and really need and 
can afford quality. 

“No forgetting to push. 

“Tiaws 
“Call it what you will, but I'm going 

to keep working just as though | had to 

fight a business slump every day in the 
year. And we really do... allofus... 
all the time.” 





The Wadsworth Watch Case Company, Incorporated, Dayton, Kentucky. 
Offices: New York, 630 Fifth Avenue; San Francisco, 140 Geary Street; 
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Chicago, 35 East Wacker Drive. 

















tc) 





A= most business men to describe a “racket” and 
the answer will be a picture of some evil-looking 
gangster in the back room of a saloon, planning to “or- 
ganize” the city’s truck men or dry cleaners. 

Such a definition doesn’t even begin to scratch the 
surface. What is perhaps the most widespread and 
insidious racket in existence today is sponsored and 
engineered by highly respectable people who would burst 
with righteous indignation at the slightest hint that the 
word “racket” could possibly apply to what they are 
doing. 

Yet a racket is exactly what it is. 

What we’re talking about is the habit which so many 
otherwise worthy organizations have of financing their 
activities through forced shakedowns, masquerading as 
“advertising,” from the people from whom they buy. 

For example, how often have you been approached 
by a committee or representative from some church, 
school or local club who are getting out a “souvenir 
program” for some event they are staging, with the 
demand that you take space in it, and the threat, either 
expressed or implied, that you'd better take space if you 
don’t want to incur the ill-will and lose the trade of their 
members. 

Just what is that but racketeering? The professional 
racketeer says: “Kick in, buddy—or it’s going to cost 
you some smashed windows.’ The president of the 
Ladies Aid Society says (at least by implication) : “Take 
space in our program or you're going to lose business.”’ 
Her demand may be dressed up in two dollar words and 
kid .gloves, but the principle is exactly the same— 
extracting money from an unwilling victim under fear 
of loss, and with no benefit in return. 

Why should merchants submit to one variety any 
more than to the other? Sure, you’re probably afraid 
that if you do have the courage to refuse, and if your 
competitor down the street weakens and goes in, the 
members of the association really may back up their 
chairman’s threat and take their trade to him. 

Well, there are two answers to that. First of all it’s 
highly doubtful, to say the least, whether the organiza- 
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tions really can control the trade of their members as 
they’d have you believe. After all, people don’t do 
their buying as members of the Main St. Church, or the 
Park Improvement Society. They buy as individuals 
and according to their own individual ideas as to where 
they think they’re getting the best value for their money, 
And anyone who thinks that when John Jones buys 
something he is going to forget his own personal benefit 
for the sake of the firm who has advertised in his associa- 
tion’s program is just plum crazy. 

In fact, the chances are that John Jones never even 
looked through the program to see which stores adver- 
tised and which ones didn’t, and if he did, has forgotten 
who they are. 

People just don’t buy that way, and the threat of 
withdrawn patronage is a lot more imaginary than real. 
But suppose it were real—suppose the program con- 
mittee really could make good on its threat to withdraw 
the patronage of the association’s members. You still 
don’t have to submit to this extortion. 

Merchants in some towns have solved the problem 
very easily and effectively by concerted and co-operative 
action. It’s simply a matter of getting together and 
appointing a committee from among themselves to which 
all advertising schemes and requests for donations are 
submitted. If the committee OK’s the proposal, then 
it’s up to each merchant to decide whether or not he 
cares to go in and for how much. If the committee dis- 
approves the scheme then all the merchants turn it down, 
and no one of them is made the goat for refusing. 
Naturally the personnel of the committee must be kept 
secret. 

The plan has proved an unqualified success in towns 
where it has been tried. It enables the merchant to 
resist the constant demands of racket advertising, yet 
does so in a way that makes it impossible for any one 
store to be singled out for retaliation. 

There are many abuses to which the jewelry trade is 
subject and which Tue Jeweters’ Circutar-KeystTone 
proposes to discuss in future issues. Some of them are 
more difficult to overcome, but here’s one that can be 
stopped quickly, easily and effectively. 
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The World of 
Tomorrow 


Through the Jeweler’s Eyes 


—A\ study of future tendencies 
in jewelry merchandise 


and merchandising 





To be presented in Jewelers’ Circular-Keystone for March, 1939 


We are living in a rapidly moving changing world. Jewelry and jewelry store mer- 
chandising, no less than automobiles or architecture are reflective and being directed 
by these new influences. 


Typical of the forces that are guiding merchants and their wares into new channels 
of fashion and use are the myriad of new ideas in design embodied in the New York 
1939 World's Fair. 


Just as the Columbian World's Fair of 1893 cast its ornate shadow over the mer- 
chandise of the gay nineties, and the shops and merchants who displayed it, so is the 
imaginative quality of its 1939 successor bringing in its wake new ideas that will in- 
fluence us for years to come. 


Jewelers’ Circular-Keystone will devote its March 1939 issue to discussion and fore- 
cast of this theme from every angle. 


Included in its contents will be a preview by leading fashion authorities of the 
World's Fair influence upon jewelry fashions—a survey of the jewelry store of tomorrow 
with iis new ideas of lighting, arrangement and display—an inquiry into the impact 
of World's Fair showmanship upon merchandising methods. 


—And of course, a description of those features of the fair that have a bearing 
upon silverware design, watches, clocks, personal jewelry, gift items, and the many 
other classes of merchandise that pass through the jeweler's hands. 


Here's an opportunity to tie-in your selling with the intense attention getting value 
resulting from the tremendous publicity that has been given to the New York 1939 
World's Fair. 














The Jewelers’ Circular-heystone 


239 W. 39th St. ciannaiias New York, N. Y. 
Chestnut & 56th Sts. idle e ® — Philadelphia, Pa. 











THE JEWELERS’ CIRCULAR-KEYSTONE 37 
for January, 1939 





GLOLD 
FOR 
THE 
1959 {4 
HATR 
WAVES ert sty 


help jewelers use it intelligently, THE 
JEWELERS’ CIRCULAR-KEYSTONE not only 
reports fashion trends but shows specific 
examples illustrating current style tendencies. 
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ONG since the Ice Age when primitive woman first made use of a 
fishbone to hold her hair in place, the comb has been a favored 
object of feminine adornment. Museum displays of Classical and 
Medieval art testify to the marvelous imagination and craftsmanship 
which goldsmiths lavished upon combs. Only a few decades ago it 
occupied a prominent place in jewelers’ displays, but in recent years 
the comb has been conspicuous by its absence. 


Current late-19th Century trends in feminine fashion and high- 
combed coiffures call for the return of the hair-comb as a jewelry 
necessity. A timely effort in this direction is now being made by 
jewelers of the United States and Europe. From its low status of a 
banal hairdressers’ article, the comb is being glorified as a distin- 
guished ornament made of gold and gem-stones. 





A modern, skillful application of the bird theme, with the body 
of the bird forming a complete comb in its entirety, has been sup- 
plied, in the above design, to The Jewelers’ Circular-Keystone by 
“l’Officiel de la Bijouterie & Accessoires,” the jewelry style service 
published in Paris, with the object of demonstrating to the Ameri 
can retail jewelry trade the appeal and interest of modern, orna- 
mental combs. 
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FEBRUABRY’S OPPORTUNITIES 


for Birthstone Sales 
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by F 
ROY B. SIMPSON 


AMETHYST 


; \. the February Birthstone 

664 DD a birthstone a month to a link = 
bracelet of gold.” This promotion is 
used by some jewelers who are capitaliz- 
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Yellow gold jewelry set with lovely Amethyst, the 


February birthstone, is inspired by the contem- 
ing on Soumane! CwerseBecmeun’s porary Paris style for fine gem-set gold jewelry. 


F ient ti Amethyst has been the embl 
original plan for developing the traditional | thai a 
interest in birthstones into a national fad | 
of collecting them. 
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Rings. link bracelets ond ‘brooches set with Ame- 


: ; HIF thyst are fashionable. This stone varies in color, 
Birthstone bracelets are particularly from pale. purplish pink to dark, reddish purple. 

logical now, in the train of the charm 3 We are showing « large assortment of new Ame- 

bracelets which are everywhere popular. thyst jewelry at e@ wide range of prices — all 
Sales of all gemstones, from bloodstone : genuine stones. The new designs will appeal to 

8 : ? : collectors of birthstones. 

to diamond, will increase, when jewelers 

actively publicize the lure and lore of the Distant Uruguay. Brazil and Siberia have sent some 

natal gems. 


of their finest Amethysts to this store—for your 
a Birthstone or Valentine gift! 
Promoting birthstones is a year-round 


job. Any birthstone campaign should be 


over a 12-month period. A. B. C. JEWELRY CO. 


NEW HAMPTON, OHIO 
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TO NEW HAMPTON OHIO 


February 8, 1959 


ECAUSE she’s ready to wear her own birth- 
stone, your school girl, debutante or married 
customer is “sold” on the birthstone idea, so far as 
it concerns herself. You can easily introduce her to 
the fascinating hobby of collecting birthstones by in- 
teresting her in honoring her intimate friends by wear- 


ing their birthstones in a “friendship bracelet” or 
other jewelry. 
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Birth-Stone jewelry: 


leather 
Men you want jewelry. silverware. Seana sake vo 
ne ar giftwares, you can ee eeeatenaind of experts. 
goods, gleeees tly and with the helpful un Moose what you want 
eager > Sse" you but will help you cm 
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Advertising copy (mats available) featuring Ame- 
thyst, the February birthstone, and a letter for your 
mailing list or for use as a follow-up ad are presented 
on this page. 

This concludes Jeweiers’ CircuLtar-Keystone’s 
12-month series of birthstone promotions. Mats are 


available for immediate delivery, featuring the birth- 
stones of each month. 


for 
411 be a happy event fo 
uy February will 
Your visit during 
h of us. 
7” Cordially yvours. 
THE A.B.C. JEWELRY COMPANY 


Afemy gr 


anager 





An advertisement elsewhere 
in this issue tells how you can obtain this splendid 


series for your store. You can go to town with birth- 
stones in 1939. 
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Fashion Makes Sales 
(From page 83) 


Or, take watches, for example. Every year our fine 
watch manufacturers give us new and better watches ip 
new guises, new shapes, new curves, new angles, new 
cases, new facets, new dial figures. Always changing, 
always getting better, smarter, more practical, more 
beautiful, lighter and always the best they can give you, 

Yet how few jewelers ever even mention fashion when 
trying to sell a watch in spite of the repeatedly demon- 
strated fact that fashion is the biggest single influence 
in arousing customer desire. 

The return to popularity of gold jewelry is a clear 
case of how fashion follows a legical, predictable trend, 
and therefore how the merchant who watches fashion 
trends can foresee and cash inon them. Gradually, over 
the past few years, the fashions of the Victorian period 
have been re-appearing in furniture, decorations and 
clothing. What more natural than that the gold jewelry 
which was so popular during that era should again 
come into favor? 

The fashion for flower jewelry is another illustration 
of how the mode in one line follows that in others, 
Flower jewelry was popular in 1860, 1890 and 1900. 
These are periods which are influencing fashions in all 
other lines—hence the jewelry styles of those years are 
again in favor. 

Silver flatware is still another example of how styles 
are predictable. A few years ago the Early American 
was high in favor in architecture and interior decora- 
tion—whereupon silversmiths began bringing out re- 
productions of the simple Colonial patterns that would 
be in keeping. 

More recently the modern Scandinavian school has 
been growing more and more popular in furniture and 
furnishings. Naturally therefore, in its train came the 
wave of patterns of Danish style that have recently been 
appearing. 

Do you use these tie-ups with the style of the cus- 
tomer’s home to sell them the fashion that is correct for 
them, as suggested in Jeweters’ CirrcuLar-KeysTone 
for November? 

Never in our history have we had such a fashion for 
exotic, elaborate jewelry, bracelets, rings, watches, and 
chains, as well as earrings, combs and necklaces. While 
the diamond is still supreme, colored stones are very 
much in demand and widely used in combination with 
diamonds. Diamonds and platinum, diamonds and gold, 
diamonds and enamel. Enamel is another old fashion 
that is beginning to appear. 

Vogue and Harper’s Bazaar have warned you for the 
past two years. They told you that grandmother's 
fashions are coming back, described the antique jewelry 
that would again be worn. They have given you beau- 
tiful examples of the new geometric, architectural 
jewelry; of the exotic influence of the Orient, of Persia, 
of India. 

No jeweler can say that he doesn’t know where to 
find fashion facts because they are as easily found as a 
post box. THe JEweLer’s Circutar-KeysTone has con- 
tinuously given you and will continue to give you honest 
fashion information. The Jewelers Publicity Commit- 
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tee’s “Fortune Follows Fashion,” a free brochure which 
comes to all subscribers monthly, is devoted to fashion 
telling facts. Vogue, Harper’s Bazaar, Bride’s Maga- 
zine, Mademoiselle, and your daily newspapers, all give 
you ideas about fashion in clothes. And fashions in 
jewelry follow and are inseparably linked to fashions in 
clothes. You have color information and you are told 
what women who are internationally important wear, 
where they go, and what they do. They are the ones 
who make fashion by accepting or rejecting new ideas 
in clothes, sports, entertaining, and even in home decora- 
tion and in the architecture that they employ in their 
town, country and resort homes. 

Although these leaders of fame and fashion may never 
touch our cities or our lives, the girl in your shop may 
have worn her hair like the Duchess of Windsor who 
helped us so much with earrings; and the fichu the 
Duchess of Kent wore last week will be sold in the de- 
partment store opposite you in January. 

Fashion is with you now as it has not been in years. 
Get into the 1939 spirit. It may cost you some money to 
do it, but you'll lose a lot more money if you don’t bring 
your store, your merchandise, your staff and yourself into 
the mood for the mode of 1939. 

Fortune follows fashion! 


726.60-CARAT DIAMOND FOUND IN BRAZIL 


Rumors concerning the recent finding in Brazil of 
“the world’s fourth largest diamond” were rife in New 
York during the last several weeks. In some quarters 
it was said that the rough gem weighed 2,500 carats, 
which would rank it second among the world’s diamonds. 
Newspapers reported that it had been consigned to a 
destination in Amsterdam for $350,000. 

Attaches at the Brazilian Information Bureau in New 
York offered more definite information about the stone, 
and the final story of its discovery and its sale by the 
miner who unearthed it may parallel for interest and 
drama the finding in South Africa in January, 1934, 
of the great Jonker diamond by Jacobus Jonker. 

The diamond, in the rough, weighs 726.60 carats— 
by coincidence just 60 points greater than the Jonker 
diamond—and measures 2.84 inches by 2.26 inches by 
one inch, according to the Information Bureau. It was 
discovered late in September by a poor placer miner, 
working on the Santo Antonio river in the municipality 
of Patrocinie in Minas Geraes, Brazil. 

The miner, said the Bureau, sold the gem to a broker 
for approximately $10,000, and in October it was taken 
to Rio de Janiero, where it was named the President 
Vargas and was sold again to an exporter. The stone 
is reported to have been shipped to Amsterdam, arriving 
in the Dutch diamond center on Nov. 11. 

If the President Vargas proves to be of good quality, 
it will rank far ahead as the largest diamond ever pro- 
duced in Brazil. Previously considered Brazil’s largest 
was the Star of the South, discovered July, 1853, weigh- 
ing 25414 carats in the rough, perfectly transparent, 
without tint and dodecahedral in shape. The Star of 
the South was sold for £40,000 and cut as a perfect 
brilliant weighing 12514 carats. 





A mass of the black diamond, carbonado, was found 
in Bahia, Brazil, in 1895. This weighed 3250 carats. | 
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“The Rainbow of Gems’ 


HE Opal is a rainbow of color and beauty in a mul- 
titude of varieties. Broad fold flashes of contrasting 
colors vie with the delicate blendings of pastel shades, or 
the fiery darts of the pin-fire variety. All are irresistibly 
beautiful. 


The Opal has long been a popular stone. But, within 
recent years its popularity has steadily increased so that 
now the Opal ranks with the most popular of gems. 


In addition to Opals, our 
regular stock include 


Our Opals are all cut in our American factory, and our 
stock is one of the most complete in this country. We are, 


Zircons cas apse sania ; veh 
. therefore, always ready an anxious to supply you wit 
Star Sapphires these beautiful gems. 
Onyx 
Amethyst 
es DREHER BROS. and WIDER 
Synthetic Stones Importers and Cutters of Precious and Semi-Precious Stones 
Cameos 48 WEST 48TH STREET NEW YORK CITY 





New Jewelry Designs .. im Paris! 


HE second issue of 

"L'Officiel de la Bi- 
jouterie & Accessoires," 
with English and French 
text, has just come from 
the press. @ A com- 
plete source of ad- 
vance styles and mod- 





1a : , * 1. as ee . 
~pgtictel Ge corres , "A ern original ideas for all 
gre 2 ACCSS ee, ed: | . kinds of jewelry, watch- 
s! we . e 
- one ee aes Sa - es and accessories. @ 
An indispensable aid to 
—— ene "4 the progressive Ameri- 
crnravt | Asn foe we CeTusOn one ‘ ‘ . t 
oo Se | San te : ' £ can manufacturer, 
ou comeom or nent 2 yi wholesaler and retailer 
ars ip, veneer Port f 7 " e | , fj w | 
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wes aie lcs roo 4 | oa 4 i of jewelry 
. I. a & j Latest edition, 1938-39, 
’ just out. 
Subscription Rates: 
Annual Semi-Annual 


Full-Color Edition 
$25 


Black-and-white Edition 
0 $20 


Remit by international money or- 
der obtainable at any post office. 


L'OFFICIEL DE LA 
BIJOUTERIE & 
ACCESSOIRES 
8, Rue Murillo, Paris 
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Four of the newspaper adver- 
tisements used to acquaint the 
public with the fact that the 
Maier & Berkele jewelers are 
authorities in the fields of 
gemology and jewelry styiing 
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FESTIVAL” 


Promotes Gems 


Maier & Berkele in Atlanta Use Clever Show- 
manship for Display of Diamonds and 
Colored Gems and Gemological Laboratory 


Pius Atlantans today have a 
greater appreciation of gems as a result of the “Festival 
of Diamonds” staged by Maier & Berkele, Inc., in its 
Atlanta, Ga., store, early in October. 

They, too, must of necessity, hold improved opinions 
of this jewelry firm, not only as enterprising merchants 
but as jewelers—as jewel artisans and authorities. 

There were two motives for this show. The principal 
one, of course, was to make an impression with a glitter- 
ing array of diamonds and other fine gems, with a value 
near the million dollar mark. Another object was to 
make Atlanta jewelry buyers conscious of the fact that 
Maier & Berkele not only carry an extensive stock of 
gems but a stock that is fine because these jewelers have 
the modern technical knowledge to qualify them. 

To help further this impression the firm arranged a gem 
laboratory in an alcove at the rear of the store in which 
a diamondscope and other gem-testing devices were 
installed. Much of this equipment was loaned for the pur- 
pose by the American Gem Society and the Gemological 
Institute of America. 

Specimens of “blue ground,” diamonds in the rough, 
diamond crystal replicas, diamond saws and cleaving in- 
struments and pictures which told the complete story of 
the diamond from the mine to Maier & Berkele’s store 
were shown in a wall case in this gem laboratory. 

In a second case were glass replicas of the famous dia- 
monds of the world, and also of the diamonds cut from 
the Cullinan stone. Diagrams illustrated the proper cut- 
ting for diamonds and the different shapes into which 
they are cut. 

A large collection of the crystalline forms of gem stones 
was shown in another case. 

The principal aspect of the show was the gem displays, 
which occupied the most prominent positions in the store. 
In addition to the ultra-modern creations of gems and 
precious metals were genuine Victorian pieces, timeless 
in their beauty. One of the outstanding gems in the show 
was the Maharanee cat’s-eye, 58 carats in weight, and said 
to be one of the largest and finest in America. 

The response of the public was immense. The enthusi- 
asm of many who saw the show was reflected by the fact 
that they returned to the store with relatives and friends. 

Five newspaper ads were used to acquaint the public 
of the exhibition and an illustrated invitation, accom- 
panied by a card of admission to a special preview, was 
sent to all on the firm’s mailing list. 
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LAMP VASE WEEK 


OW that there is so much inter- 

est among women generally in 
the idea of making table lamps out 
of vases, it is a good proposition for 
the gift department of the jewelry 
store to put on a “Lamp Vase Week” 
during which vases are featured 
which can easily be made into lamps 
by electrical shops. 

In putting on such a week it is 
also a good plan for the gift depart- 
ment to make arrangements with 
some nearby electrical shop for doing 
the work of converting the vases into 
lamps. If this sort of an arrangement 
is made then the store can quote 
prices to customers for the work for 
one-socket and two-socket lamps. 

It is also a good plan for the gift 
department to feature lamp shades 
at the same time, thus giving custom- 
ers the opportunity for getting every- 
thing at the department—the vases, 
the electrical price and equipment and 
the shades for the converted lamps. 
This sort of thing means much to 
many people who hate to keep run- 
ning around all the time looking for 





the various items needed in complet- 
ing the lamps. 

Of course, in playing up such a 
week in the store’s newspaper adver- 
tising it is good business to strongly 
emphasize the fact that this proposi- 
tion of getting regular vases and then 
converting them into table lamps is 
all the rage nowadays. It is the smart 
thing to do and the popular thing to 
do and when the store emphasizes 
these features of the stunt it is bound 
to get more attention and create more 
business than when nothing is said 
about smartness and newness. 

Quite a big thing can easily be 
made of such a week by the gift de- 
partment of the jewelry store by go- 
ing after this business strongly. Try 
it and see. 


DESCRIBES SPOON MAKING 


“CTT now takes seven trades of 

silversmiths and 18 operations to 
make a silver spoon,” said Henry G. 
Birks, managing director of Henry 





Birks & Sons, Ltd., Montreal, Can, 
addressing the Mount Royal 
Women’s Community Club, recently, 
“The history of the  silversmith’s 
craft goes as far back as the records 
of mankind can be traced,” he said. 
He spoke of the huge quantities of 
silver purchased by the Emperor 
Constantine for the church of §¢. 
Sofia at Constantinople. Specimens 
of silver have been found on the site 
of Ur of the Chaldees, and there are 
remains from the Sumerian civiliza- 
tion. He also described the work of 
the medieval monks and early crafts. 
men. 


EVENING BAGS 


Ornate evening bags that are mod- 
ern versions of Victorian reticules 
are proper accents with the stiff vel- 
vet evening gowns slated for Holly- 
wood success. Alice Fay, star of “Tail 
Spin,” has a new one made of pale 
pink brocade, the pattern outlined in 
tiny rhinestones and wisps of black 
ostrich feathers caught here and there 
in the embroidery. 








Thank you! 


We thank you for helping us to turn out one 
of the most successful year’s business in the 
history of this company. Your enthusiastic 
acceptance of our SCHICKSNAPS as well 
as other SCHICK jewelry creations is most 
gratifying. We hope for a continuance of 
your interest and good will and extend to 
you our wishes for a successful New Year. 


HARRY C. SCHICK, INC. 


Manufacturers of 


chick snaps 


and other fine jewelry 


Factory and Main Office: Newark, New Jersey 
New York Showroom: 347 Fifth Avenue 


San Francisco 


Chicago e 
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Enforcement: 


The Riddle 
Of Fair Trade 


PRICE MAINTENANCE SURVEY, PART 2 
—WHOLESALE JEWELERS 


HE principle of Fair Trade legislation has the al- 
most undivided support of both wholesale and retail 
jewelers. 

A canvass which this journal published in its October 
issue revealed 95 per cent of retail jewelers for Fair 
Trade. Another survey has now been made of wholesale 
jewelers and shows that their opinion is almost equally 


dissatisfied with the rebates and discounts granted them 
under Fair Trade contracts. The jewelry trade seems 
to be an exception. No complaints on discount have been 
voiced by jewelry jobbers and that may be ascribed to 
the fact that in the jewelry business chain stores are 
rare. 

The belief was expressed that Fair Trade strengthens 
the wholesaler-to-retailer channel of distribution. This 
may be one reason that the salesmen of many wholesale 
houses are giving enthusiastic support to Fair Trade 
contracts, which again is an indication that the retailer 
customers of the wholesale jewelers are remaining 
staunch Fair Trade protagonists. 

In response to the direct question as to what extent 
wholesale jewelers are willing to give support to Fair 
Trade lines, the answers were predominantly positive. 
Wholesalers are ready to support manufacturers with 
Fair Trade lines. 

But here also as in the first question, many whole- 
salers who replied to the questionnaire emphasized the 
issue of enforcement. Jobbers are little inclined to sup- 








Are you disposed to support manufacturers who establish such contracts? 





Yes No, or Qualified Did Not Reply 
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unanimous in the same direction, although some of them 
disagree on details. 

The wholesale canvass covered a relatively small, but 
representative, group of wholesale houses from coast to 
coast. The accompanying chart contains a summary of 
their replies, coming from those states in which Fair 
Trade contracts are legal. 

Wholesalers’ interest in the survey was documented 
by the large volume of comment which accompanied 
many of the answers. One point was emphasized with 
particular clearness: 

The crucial point of price maintenance is enforcement. 

The fact that some 20 per cent of the wholesale jewel- 
ers do not come to a clear “Yes” to the Fair Trade ques- 
tion, is primarily because they find enforcement of Fair 
Trade contracts unsatisfactory. 

Many of the wholesalers voiced criticism of the 
methods with which manufacturers have dealt with the 
price maintenance question. According to their recorded 
viewpoint, the intensity of price control ranges all the 
way from being a dead letter to exact and 100 per cent 
enforcement, with the total elimination of price cutting. 

Not a few wholesale jewelers share the belief that 
only the strongest manufacturers with trade names of 
great prestige are in position to make the Fair Trade 
laws working instruments. 

A few feel that manufacturers should not protect 
margins because of the stifling effect on competition, but 
a majority believe that price maintenance should be 
given more consideration and broader application. 

Surveys made among wholesalers in other businesses 
show that these wholesalers in other lines frequently are 
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port manufacturers who pay only lip service to the Fair 
Trade principle, sending out retail price contracts in re- 
sponse to pressure from retail jewelers, but doing prac- 
tically nothing to give these contracts the weight of law. 

If properly enforced, it was indicated, resale price 
contracts will secure for manufacturers the almost un- 
divided support of wholesale jewelers, and the good will 
of the retail jewelry trade. 

Some pertinent comments 
follow: 

“We are loath to be subject to trade agreements un- 
less we know to a certainty that the factories, or others 
who are charged with the enforcement, are honest and 
capable of enforcing these agreements. To the honest 
wholesaler, the enforcement is of the utmost importance, 
because his hands are tied by his own regard for the 
sanctity of the contract, while without enforcement, this 
man’s unscrupulous competitor can lie, cheat and ‘cop’ 
For the protection of the honest dealer, 


of wholesale jewelers 


off a monopoly. 





by REINHOLD WOLFF, Ph.D., 


pricing and merchandising counselor, edi- 
tor of Trade Regulation Review, advisor to 
the National Bureau of Economic Research 
and the National Industrial Conference 
Board, and teacher of marketing at New 
York University. Dr. Wolff's survey of retail 
jewelers’ attitude to price maintenance was 
published in J.C.-K.'s October, 1938, issue. 


Manufacturers’ views will appear soon. 
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all Fair Trade rules that are not enforced promptly and 
strictly should be annulled automatically after a given 
time. Otherwise the ‘vicious 10 per cent’ rules.”— 
Edwards-Ludwig-Fuller Jewelry Co., Kansas City, Mo. 

“Such contracts are meaningless except with manu- 
facturers who are in a very strong position with the trade 
and who are in the position and are willing to enforce 
them.’’—A Lancaster, Pa., wholesaler. 

“No program is any better than the manufacturer 
wants it to be. The price maintenance plan must origi- 
nate with the manufacturer and be enforced by him in 
good faith. Otherwise the trade will disregard it as 
meaningless.’’—-A Chicago wholesaler. 

“The consuming public deserves protection against 
established retail prices bearing a fraudulent mark-up. 
The legitimate jeweler should not be forced to ask 
enough for an article to protect the interests of the out- 
right ‘borax’ store. The way must be open for the dealer 
to close out unsaleable established price lines. In leav- 
ing the way open to do this, the objective of price main- 
tenance legislation is largely nullified. I believe that 
excessive mark-ups curtail consumption and as a result 
reduce employment . . . Manufacturers who sincerely 
desire that prices on their products be maintained have 
been successful in doing so. The practical way to main- 
tain prices is for the manufacturer to control his chan- 
nels of distribution.”—-A. H. Pond, Inc., Syracuse, N. Y. 

“If all factories had fixed resale prices, they would 
enjoy a more even and better distribution throughout 
the country.” —A Lincoln, Neb., wholesaler. 

“Price maintenance is a life-saver for the independent 


retailer. It helps the consumer by giving him reliable 
merchandise at fair prices. Usually the chiseler who 
cuts on nationally advertised lines charges more for yp- 
advertised lines than they are worth.”—Byrne-Duff 
Jewelry Co., Omaha, Neb. 

“We favor anything that will help stiffen the morale 
of jewelers, and induce them to retain their legitimate 
profit. We are against homicide or hari-kari, both of 
which result from foolish warfare on prices. Estab- 
lished resale prices, with contracts wherever possible, 
appear to be one of the best methods available to fur- 
nish the jeweler with the profit he requires and deserves, 
Profit is compensation for value furnished and should 
be maintained at a proper level.’”——The Albert Walker 
Co., Providence, R. I. 

“Some manufacturers establish Fair Trade agreements 
in a state to satisfy retailers and do not try to enforce 
the fulfillment of these agreements. Unless a manufac- 
turer fully intends following through on a price main- 
tenance agreement, it would be much better for him not 
to enter into such agreements.”—-A West Coast whole- 
saler. 

“Can find nothing detrimental in the acts. They pre- 
vent price cutting, give adequate profit to the retailer, 
and, we hope, will be on the statutes in every state.”— 
A Northwestern wholesaler. 

“Would like to see the law tested and a final decision 
rendered. Some manufacturers claim it is unconstitu- 
tional.” —A Detroit, Mich., wholesaler. 

“We do not believe Fair Trade laws possible to en- 
Therefore they discriminate against the honest 

(Please turn to page 5G) 


force. 
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Diamond Clip Brooch with genuine Emeralds 
in center. 

Diamond Bracelet with six Gem Faceted 
Rubies —Three Emerald-Cut Diamonds. 
Diamond Watch Bracelet 187 round and 
38 fancy shaped diamonds. 

Diamond Cuff Links with four finely matched 
Oriental Faceted Sapphires — also may be 
had with faceted Rubies, Star Rubies, or Star 
Sapphires. Complete Dress Sets to match. 
Loose or mounted Diamonds * Star Sapphires 


CHEERFULLY SENT TO RESPONSIBLE 
JEWELERS ON MEMO. 


we 
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MJ. 48 WEST 48th STREET* NEW YORK 


Importers of Diamonds and Precious Stones 
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We thank you for your cooperation during 1938 . 


During the ensuing year we offer gladly any service to the end 
that 1939 may crown your every effort with contentment and 
success 


Our unusual selection of fine jewelry and unique Swiss watches 


RAYMOND ~ RAYMOND 
WATCH CO. 


ABRAHAMS 






PRECIOUS SOLE U. S. DISTRIBUTOR 
GEMS 
JEWELRY WATCHES 
551 FIFTH AVE., NEW YORK CITY 
Eastern Representative Phones: VAnderbilr 3-0457-8 arto 





EMANUEL ABRAHAMS 














CUSTOMER PROTECTION. ... 


Insures Customer-confidence—An Absolute 
Necessity to Any Permanent Business 


e 
| | Offer your customers the protection afforded by the training and knowledge 
of the other jewelers who display this emblem 





f REGISTERED-JEWELER | 
AMERI SOCIETY) 


The accurate facts concerning diamonds, other gems, metals, jewelry and 
silverware which you learn from the gemological courses provide you with a 
sales weapon which is almost unbeatable. 


Customers want to buy from the jeweler who can prove to them that he is 
studying ways in which he can protect their money—not from the jeweler who 
plans ways to deceive and mislead them. 


You owe it to yourself and your business to begin this study as soon as pos- 
sible. Enroll now or investigate these Registered Jeweler courses, which also 
include salesmanship, merchandising and display to show you how to more 
efficiently use the accurate scientific knowledge of your merchandise. Write 
today to the 





AMERICAN GEM SOCIETY 


e 555 S$. ALEXANDRIA LOS ANGELES, CAL. 
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We are proud to introduce the CROWN finest 
cultured pearls which are produced by one of the 
world’s largest cultivators. 


CROWN finest cultured pearls are carefully 


selected by experts. They are lustrous, smooth 
and perfectly matched. 

CROWN finest cultured pearls have already 
found sensational reception from the entire trade 
because of the excellence of their beauty, quality 
and value. We shall be glad to send you memo 
samples in order to convince you of our sensa- 
tional values of the CROWN cultured pearls. 


GRADE A-3$48 per dozen strings 


“ B-$36- - - 
: one 


Other super qualities, exquisite rosé colored 
necklaces, up to $25 per strand. 


Also, a full line of rings, earrings, circle brooches, 
crosses and studs made of CROWN finest cultured 
pearls. 

Sole Distributors of the CROWN Finest 
Cultured Pearls 


PAPAZIAN BROTHERS 


580 Fifth Avenue New York 


HEADQUARTERS FOR 
ZIRCONS — STAR SAPPHIRES — CAT’S-EYES 


STAR SAPPHIRES—Sizes up to 100 carats from the 
medium grades to the finest gems. 


ZIRCONS—Sepoarated in sizes from 5 to 10 m/m, in 
blue, white and brown colors. Also gem 
stones up to 200 carats each. 

RARE GEMS—A full selection of Cat's-Eyes—Star 
Rubies—Oriental Sapphires and other Rare 
Gems. 


DIAMONDS—A complete selection direct from our 
Antwerp Office always on hand to regular 
users. 


ANTWERP - LONDON - BOMBAY - COLOMBO - BANGKOK- 
HONGKONG - SINGAPORE - SHANGHAI - KOBE - MANILA 
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Riddle of Fair Trade 


(From page 48) 


dealer.”—Shuttles Bros. & Lewis, Dallas, Tex. 
has no Fair Trade act.) 

“We favor estabished retail prices, but believe that 
legislation will eventually result in criticism from the 
Government and other sources, and prove a handicap 
rather than a benefit.’”-—A Chicago wholesaler. 

“We have found that minimum resale prices estab- 
lished by law have been very helpful in checking the 
inroads of the so-called wholesale-retailers.”—R, w. 
Reynolds Co., Los Angeles, Calif. 

“As long as merchants will be dishonest with them- 
selves, there will be unfair practices. The only way fair 
practices can be enforced is through fear of the law, 
or through influential manufacturers such as the Hamil- 
ton Watch Co.”—M. B. Barkan Co., Milwaukee. 

“Prices in our lines, in our territory, are being stabil- 
ized, and the Fair Trade law is improving the retail 
jeweler’s position.”—A Buffalo, N. Y., wholesaler. 

“The contracts are respected.”’—-A Minneapolis whole- 
saler. 


( Texas 


Watch Attachments 
(From page 28) 


for a round attachment and the department has a good 
assortment of these bracelets to show to the customer. 
Samples of a large stock of leather bands are kept in 
morrocco-bound books. Each page has mounted upon 
it a number of bands. There are several of these books 
indicating the complete assortment of different styles 
and colors of leather watch attachments available at 
Kind’s. 

In summer, this store features the white linen band, 
selling three of them at a time as a set to last the sea- 
son, This timely item found wide acceptance, and in 
the past summer Kind had occasion to fill mail orders 
for linen bands from all parts of the country. 

The watch department receives due attention in the 
newspaper advertising of the store. Here again the 
diversity of stock is indicated by attractive iMustrations 
as well as strong emphasis on the style appeal. In addi- 
tion to this there are numerous leaflets on the counter il- 
lustrating the various types of attachments and each 
repair customer is invited to take one along. 





TELEGRAPH BOYS GET REPAIRS 


The Houston Watch Co., of Houston, Tex., is using 
telegraph messengers to pep up its watch repair service. 
R. J. Slagle, president of the firm, last month sent gov- 
ernment postcards to Houston physicians, worded: 

“Dear Doctor: If your watch is ‘sick,’ phone Western 
Union, P. 4321. A messenger will call for your watch 
and bring it to us. We'll examine it and phone you the 
cost and tell you when you can get it.” 





TERMS ON CRYSTAL AND CHINA 


George T. Brodnax, Inc., “the gift center of Mem 
phis,” sells crystal and china on terms of one-fifth cash 
and the balance in equal monthly payments provided 
the purchases amount to $15 or over. The firm is one of 
the largest dealers in these lines in the South. 
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After Christmas— 


by ERNEST W. FAIR 


ROP into some jewelry stores after Christmas 
and you find as lonesome a group of people one 
could find outside of an old maids’ home. 

Why? . 

Probably because the average jeweler firmly believes 
that he has little if any chance to make sales after the 
Christmas rush has been finished. If he has been lucky 
and conducted a good Christmas merchandising cam- 
paign he has seen many hundreds of dollars pass through 
his cash register and is contented to let, time go by. 

But there are many jewelers throughout the country 
who do bring business into their stores during these 
“Christmas doldrums” by aggressive merchandising and 
devoting as much attention to the particular needs of 
this period as they have devoted to the Christmas season. 

From these jewelers we are presenting a number of 
suggestions they have to offer from practical experience. 
These can be as effectively used by any other jeweler 
who reads these words. 

First, and most widely used, is at least one advertise- 
ment to appear early in January based on this copy, 
“Were You One of the Fortunate Persons Who Re- 
ceived Cash for Christmas?” then following up with 
copy such as, “Then invest it in the practical gift your 
friend would want you to buy—jewelry.” 

Banks have estimated that fully $10,000,000 is given 
in cash each year as Christmas gifts, ranging from single 
dollar presentations to an average high of $100. If the 
people who received these cash gifts are reached im- 
mediately after Christmas they wiil not have had time 
to spend this money elsewhere. And if this can happen 
soon enough they are more apt to invest that money in 
the stock of any retail jeweler. 

No store should let this opportunity pass by. Whether 
the solicitation of this business be by newspaper adver- 
tising, radio spot announcements, circulars, direct mail 
or some other medium, the important thing is not to 
overlook the opportunity for profits. 

Another good idea is to advertise to the people whose 
friends purchased them gifts at the store, “Did you re- 
ceive a Smith gift this year?” is one good way to ask 
these people in a newspaper advertisement, then follow 
up with the idea, “Add to that gift now while the match- 
ing item is still in our stoek.” Listed should be pens, 
pencils, rings and other jewelry and such an advertise- 
ment should be carefully drawn up so as to include ac- 
cessory items that will tie in with all the Christmas 
leaders. 

Some jewelers use the same idea with a series of small 
layouts each asking one question, such as, “Match that 
fountain pen with this pencil!’ in which are presented 
a number of automatic pencils to go with pens given as 
Chistmas gifts. The same idea is used to apply to rings, 
dress accessories, etc. 

“While you’re making suggestions,” one jeweler ad- 
vised us, “don’t forget to point out that one of our best 
profit opportunities is in handling the ‘exchange’ items. 
Every effort should be made to get this type of customer 
to ‘exchange’ the gift brought in for something more 
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CCA GO 
Oriental 


; Pearls 


Cora (RYO 


PEARL NECKLACES 
SINGLE PEARLS 
PEARL STUDS 
PEARL SAUTOIRS 


PEARL EARRINGS 


Jacques 
Bienenfeld, inc. 


9 ROCKEFELLER PLAZA, NEW YORK 
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expensive. In other words that customer should, when 
he or she leaves, have left not only the original gift but 
a few dollars additional.” 

These people, other jewelers point out, are always 
ripe for such a suggestion. Ordinarily a gift is not in 
as high a price range as the customer would like it to 
have been. And when a $30 watch, for example, may be 
exchanged with $15 additional for a $45 model the cus- 
tomer is apt to listen sharply if the suggestion is offered. 
Several jewelers have pointed out that this is an excel- 
lent way to get new customers started with the store, as 
many who receive gifts purchased at the store may have 
never been between its doors before. 

One jeweler each year mails a special letter to his 
full customer list using the idea expressed in the first 
sentence of the letter: 

“This is a special letter to our own special customers 
announcing an after-Christmas sale for our customers 
only. Last month you were Christmas shopping for your 
family and your friends. Now we are giving you an 
opportunity to do some shopping for yourself. 

“Come in any time before Jan. 15; bring this letter 
with you—it is your ticket to special after Christmas 
bargains for our customers only.” 

The same idea can also be used in newspaper advertis- 


‘ 


ing with attention devoted to the idea ‘“—For the past 
month you have been Christmas shopping—now do some 
shopping of your own.” 

If we are sales minded we can boost sales during this 
period with a sale exploited along the theme of ridding 


stock of left-over Christmas gift items, reducing stock 


RACINE 


for inventory, etc., which are old stunts in retailing but 
stunts that repeat year in and year out if properly 
engineered. 

The foregoing suggestions, however, have the advan. 
tage in that they help to sell merchandise without price- 
cutting; in other words they are merchandising plang 
that can, if properly developed, produce profitable sales. 


MORE "DIAMOND BOOKS" 


The Diamond Book, handsome little booklet, thousands 
of which have been distributed since publication, several 
months ago, by the National Association of Credit 
Jewelers, is now being published by means of four-color 


Format of "The Diamond 
Book,” published by the 
National Association of 
Credit Jewelers, for dis- 
tribution by jewelry stores 
to their customers to pro- 
mote interest in diamonds. 





process letterpress printing, instead of lithography. Com- 
bining a wealth of information on the history, source and 
production of diamonds, the book is profusely illustrated, 
It is intended for consumer distribution, and may be im- 
printed with the retail jeweler’s name and address. 

The demand for this booklet has surpassed even the 
association’s fondest expectations. 








WATERPROOF. MULTICHRON 


@ The First Timing Instrument 


of its kind in AMERICA! 
@ Made by GALLET Chronograph Experts 
@ It’s a WATCH 
—a TIMER 
—a@ TACHOMETER 


—@ TELEMETER 
AND IT’S GUARANTEED 


WATERPROOF! 





17 JEWELS; equipped with NIVAROX Hair 
Springs and GLACIDUR metal balances; 
Stainless Steel Case 


Other WATERPROOF MULTICHRONS 

without tachometer or telemeter tracks; 

with or without black dials; also with 

luminous hands. 

WRITE FOR FREE BOOKLET— showing 

complete WATERPROOF MULTICHRON line 
® 


JULES RACINE & CO. 


20 WEST 47th STREET ° NEW YORK 
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SIX STEPS IN MODERNIZATION 


ee grveny wnece ‘es well as large ones can mod- 
ernize within their means and with profitable business- 
building results. 

The improvements made during the last year in the 
jewelry store of Edgar Wight, in Ontario, Calif., are 
to the point. Before remodeling, this store was typical 
of many of its day, right enough for the 20’s—but dark 
and uninviting according to present standards. 

Edgar Wight first installed a new electric sign; 
second, repainted the store’s dark fixtures with ivory; 





Before modernizing .. . 


third, papered the walls with dark blue flowered ma- 
terial; fourth, took out the old-fashioned wall cases; 
fifth, made a diamond and watch sales corner in the back 
where customers may buy in private and where sales 
contracts may be signed, and sixth, built in a new com- 
position board ceiling, six feet or so below the high, old 
pressed steel ceiling. 

The cost of the modern, lower ceiling was about $100. 

These improvements, Mr. Wight believes, are respon- 
sible for his store’s steady growth during 1938. 





. . and after 


Mr. Wight is a director of the California Retail Jewel- 
ers Association and was the association’s treasurer in 
1986. He has wide community interests, what with 
membership in church, the Masonic, Elk and Lions or- 
ganizations, the Red Hill Country Club and a symphony 
orchestra. 

He went to Ontario in 1922 from Medford, Ore., 
and for seven years operated one of the smallest jewelry 
stores in the country—four and a half feet wide, with a 
gross volume of $25,000 a year. 
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Patent Pending 






FISHER i — FISHER 

— Patent Pending = 

Compacts Charm Bracelets 
. 


LOCKETS of 
highest guality 


Fisher offers what is probably the most 
comprehensive line of lockets on the 
market. There are hundreds of styles 


and sizes, from popular romantic shapes 


to modern designs of which the Patented 
Fisher 
lockets reflect the heritage of genera- 


Book numbers are best sellers. 


tions of locket manufacture and are fine 
expressions of jewelry craftsmanship in 
every detail in Gold Filled, Sterling Sil- 
ver and Gold Plate qualities. Ask your 
Wholesaler for FISHER Lockets! 


J. M. FISHER COMPANY 


Manufacturer to the Wholesaler for Over Fifty Years 
EST. ATTLEBORO, MASS. 1879 


























There’s more to watch bracelet quality. than fine craftsman- 
ship alone. That’s why Hadley doesn’t stop with the finest clasp, 
proved in years of use by millions of enthusiastic wearers. That’s 
why Hadley gives you more than heavier gold at points of great- 
est wear, more than individually tooled and styled designs, more 
than convenient adjustable end hooks. 

Hadley helps you sell these features, with dominant national ad- 


vertising; backs you with service that is prompt and dependable. 





Ww 


ONE OF THE GREATEST CAMPAIGNS of advertising ever! 


voted to watch bracelets will start soon to drive these Hai 


quality-features deep into the minds of your customers . . . ait 


tising unique in its appearance, dominant in its coverage. Ii 
NEW 1939 HADLEY LINE is ready — your Hadley Distrib 
will show it to you soon. The Hadley Company, Providence. 


New York, Chicago, Los Angeles. 


2 ~~ 


LADIES' BRACELETS ... MEN'S BANDS ... KINGMAN STRAPS .. . WALD! 














So assured of the success of the 
semi-annual convention of the Amer- 
ican National Retail J ewelers Associ- 
ation and of the simultaneous annual 
convention of the California Retail 
Jewelers Association, is the joint 
general committee that it has done 
an almost unprecedented thing in 
guaranteeing a worth-while affair, 
on a money-back basis. 

The guarantee, sent out in a broad- 
side to 25,000 jewelers and repair 
men, reads: “If after putting into 
operation the things you learn at the 
A.N.R.J.A. and C.R.J.A. joint con- 
vention in San Francisco, Feb. 20-24, 
1939, you do not feel that your at- 
tendance was worth-while, the con- 
vention committee will refund your 
entire convention expenses.” 

It is signed by Arthur H. Dib- 
bern, regional vice-president of the 
national association and executive 
secretary of the host California asso- 
ciation, who has set up convention 
headquarters in the Crocker Build- 
ing, San Francisco. 

Due to the likelihood of a sell-out 
of hotel rooms during the Golden 
Gate International Exposition, which 
opens at San Francisco two days be- 
fore the jewelers’ convention, the 
convention offices are making reser- 
vations on behalf of convention 
guests. 

All convention guests making 
reservations through the California 
convention headquarters, will be as- 
signed to the most convenient hotel 
in the price range indicated. The 
hotel will then be asked to deal 
direct with the guest, furnishing the 
convention offices with duplicate 
registration cards. The convention 





ATTEND THE CONVENTION; SEE THE EXPOSITION 


office will mail a map of the down- 
town district to each registrant, 
showing the location of the hotel 
assigned, together with other impor- 
tant information. 

Entertainment features include a 
spectacular “Time and Jewels” pag- 
eant open to the general public on 
three afternoons and nights of the 
convention week. This pageant will 
be held in one of Treasure Island’s 
beautiful theaters, where 3200 spec- 
tators can be accommodated at each 
showing. In addition there will be a 
luncheon Monday noon, Feb. 20; an 
entertainment that night; trips down 


San Francisco Bay and _ through 





Chinatown on Wednesday, Feb. 22, | 
and a banquet Thursday night, Feb. | 
23, in the Palace Hotel, which will | 


be convention headquarters. 

In conjunction with the A.N.R.J.A. 
and the C.R.J.A., the Horological 
Institute of America will hold its 
mid-year convention, and the Horo- 
logical Association of California and 
the Southern Pacific Railroad Watch 
Inspectors Association will hold an- 
nual meetings. 

All convention sessions will be held 
in the mornings, so that visitors will 
have five glamorous afternoons and 
nights to visit the Exposition, with 
its host of extravagant entertain- 
ment features and educational ex- 
hibits. 

The speaking program has been ar- 
ranged by the offices of National 
Secretary Charles T. Evans in New 
York. It is planned to hold breakfast 


conferences on Tuesday, Wednes- | 


day and Thursday of convention 
week, with such experts as Oscar C. 
(Please turn to page 83) 





TO UNLOCK TREASURE ISLAND—Sketch of the $35,000 ten-inch key made of gold and 
set with California gems, which the nation's jewelers will present to officers of the Golden 
Gate International Exposition in Son Francisco Bay, Feb. 18, for the formal opening of 


Treasure Island. 


It will weigh one and a half pounds, and will depict Western history, and 


the Golden Gate bridge, linking the hills of Marin County with the city of San Francisco. 

Many jewelers in al! parts of the country have contributed old gold stock for the key. 

Others desiring to contribute may send two or three old mountings, pieces of chain or 

what-have-you to Arthur H. Dibbern, 224 Crocker Building, San Francisco; a scroll will 
be sent every jeweler who furnishes gold for the key. 
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Largest and Foremost 
Supply House in the World. 


C. & E. MARSHALL CO. 


Chicago and Principal Cities 





OSTBYE & ANDERSON 


Diamonds & Mountings 
Manufacturing Wholesale Jewelers 
600 Jewelers Exchange 
Minneapolis, Minnesota 





For Prompt Service 


M. S. PAGE CO. 


Boston, Mass. 








In New England and N. Y. State 
it’s PERCIVAL 
For HADLEY 


D.C. Percival & Co. Inc. 


387 WASHINGTON ST. BOSTON 





LOUIS SCHWARTZ & SON 


Room 800, Heyworth Bldg. 
29 East Madison St. 


CHICAGO, ILLINOIS 





STEIN & ELLBOGEN CO. 


Diamonds, Watches 
and Jewelry 


Chicago, Illinois 
Detroit, Michigan 





THE ALBERT WALKER CO. 
Hadley Bracelets 
American Watches 


PROVIDENCE & BOSTON 





KANSAS CITY DISTRIBUTORS 
WOODSTOCK-HOEFER 
WATCH & JEWELRY CO. 


909 SHARP BUILDING 
KANSAS CITY MISSOURI 
































THEN — The Scheer 
store, 1914-1938, was 
"dated" by cramped sell- 

. ing area, steel ceiling, 
Pa Wy a) eauhbigg NE glassed -in wall displays 
Me \ lo eal and old, glaring lighting. 








OW-—tThe spacious 
aw store, with its gold 
swelry “island,” open 
all displays of silverware, 
and glareless illumination. 
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The front, made of 
arble and bronze, is 
odern but not modern: 
ic. The Invisible glass 
window is the first of iff ” 
variety seen in Rochester. © 
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@ Each of the two tables 
shows 24 sterling flatware 
place-settings. Here four 
customers may be served 
easily, without confusion. 


“We Believe It's Good Business“ 


66 E believe it’s good business for an old firm to 

do something like this once in a while, if possible, 
because it arouses a great renewed interest in your firm 
—not only with your personnel, but with your customers 
and the general public.” 

This is Russell G. Scheer’s philosophy behind the 
opening of his air-conditioned, invisible-glass equipped, 
glareless-lighted new establishment at 253 E. Main St., 
Rochester, N. Y., two doors west of the old location. 

“Our lease at 259 E. Main St. happened to expire at 
a fortunate time when a much larger store only 16 feet 
west of our old location was available. Having been in 
the old place 24 years and figuring that we should soon 
make various improvements such as a new front, air- 
conditioning, displays, etc., in order to keep abreast of 
the times, we decided to move, feeling that in the new 
location we should have greater opportunity to increase 
our sales because of more floor space, and to arrange 
our departments to better advantage.” 

The exterior of the new Scheer store incorporates the 
first installation of Invisible glass in Rochester. This 
window, in which fine diamond pieces are shown, has 
the frontal proportions of an emerald-cut diamond. It 
is causing much attention and, in Mr. Scheer’s opinion, 
is well worth the investment. 

Seen from street or sidewalk, the store presents a 
conservatively streamlined appearance—smartly modern 
without a hint of the rakish “modernistic.” The front 
is made of Tennessee marble, trimmed with satin-finish 
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bronze, and a bronze-trimmed marquee extends over the 
sidewalk. A wide walnut door is directly in the center 
of the store, with the Invisible glass window to the left 
as one enters. Between the latter window and the door 
is a curved glass window in which popular-priced dia- 
monds, watches and jewelry are displayed, while at the 
right of the entrance is a larger curved glass window in 
which displays of silverware alternate with jewelry 
showings. The latter window is recessed about 18 inches 
from the customary line of the sidewalk—a subtle bit 
of designing that has magnetic appeal for the window- 
shopper. 

Scientific merchandising today caters to the customer's 
comfort, and the interior of the Scheer store makes 
shopping something to enjoy. At the right of the en- 
trance is an open reception space containing an Oriental 
rug, leather furniture and a library table, with flowers 
and magazines for the enjoyment of customers while 
resting or waiting for friends. 

Display cases are built to sitting height, so that cus- 
tomers may sit comfortably while shopping. There is 
a customer’s room, where purchases may be made in 
privacy. 

A horseshoe-shaped arrangement of counters is in the 
center of the selling area, about 15 feet from the door. 
Ladies’ and men’s jewelry as well as cosmetics, evening 
bags and novelties are shown here. Silverware and 
crystal are displayed on both sides of the store in open 

(Please turn to page 67) 
























































































Their Preference by 1939 Brides Assured! 


[AND 27% OF THE NEW YEAR'S WEDDINGS OCCUR BEFORE EASTER] 


Our Fall campaign clicked with 71/2 million first families! Four months concerted advertising 
and dealer displays found its market. yy For modern minds Nocturne’s a natural, with Place 
Settings $17.17 . . . Romantic girls go for Greenbrier Place Settings at $16.92. +4 Both are being 
dramatically exploited . . . convincingly and consistently. Buy both! s4 Here are two designs 
timed for turnover .. . Sterling styled by America's leading silversmiths 
. yet they cost no more than the ordinary kind! 


THE GORHAM COMPANY - + PROVIDENCE, RHODE ISLAND, SINCE 1831 
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Building Silver Repair Business 


by PAUL G. DONELAN 
of the Gorham Co. 


OST of the public does not realize how perfectly 

and completely silver that has been bent or dented 
can be restored to its original gleaming beauty. Con- 
sequently many a home contains damaged pieces stowed 
away on a top shelf that could well be returned to active 
service and whose repair would provide a welcome addi- 
tion to the jeweler’s income. 

Some stores have built up a substantial extra volume 
by featuring and inviting business of this nature. For 
example, here’s a leaflet distributed by one jeweler, and 
entitled, “Ever Hear of a Silver Hospital?’ It goes on 
to say: 


WE DOCTOR DENTS—A Silver Hospital. 
sir—that’s what we are! 

Whether it’s the bruised lip of a pitcher—foot of a 
vase or the arm of a candelabra, ours is the clinic major- 
ing in such operations. 

We’ve had some accident cases brought in, too, that 
looked hardly worth the try—internes shook their heads 
and some said, “I wouldn’t give two cents for that one’s 
chance of getting back to good shape.” But courag- 
eously somebody started and all hands then got busy. 

For people can’t throw away $500 tea sets just be- 
cause Hawkins stepped on Fido’s tail, and firing Nora 
if perchance the candelabra gets caught in the swinging 
doors doesn’t mend the damage. 

We should tell you about the sugar and cream set 
that was so beautiful up to the minute the maid’s French 
heel hit the simonized floor; and about the Jap houseboy 
who thought he placed the coffee pot on the dumb- 
waiter, but when he heard the clatter five floors below 
knew he must have been mistaken. 

Seriously, for 15 years we have made our living re- 
storing valued silverware to its original state after 
accidents, fires, etc., have put it temporarily out of use. 
The work is a sort of face-lifting—we make the subject 
look better—we give it a new finish—a “younger” look. 

Seriously, again, we'll cheerfully estimate on any job 
regardless of who originated it, which you feel should 
be doctored up. Remember we’re skilled craftsmen— 
and we regild, replate and hand-burnish—in a word, 
do anything necessary to restore antique or modern 
silver, hotel wares and ecclesiastical articles and at a 
price consistent with the type of work turned out. If 
it can’t be done we’ll tell you courteously, but if it can 
—just leave it to us. 

Your worry ceases and anxiety unloads when you 
cross our threshold, for your goods are insured against 
burglary, fire and theft while we have them, at no 
additional cost. 


Yes, 


Obviously, when a repair job comes in, the ideal way 
for the jeweler to recondition flat and hollowware need- 
ing major repairs is to send it either to a reliable house 
specializing in this work, or to the original maker. The 
maker can be identified by checking the hall-mark or 
more modern trade or identification stamp on the bottom 
of each piece. By this procedure jewelers are sure to 
secure the best work as well as factory finish. The 
straightening of bowls and tines and insertion of keen, 
bright cutting blades is an art in itself—nothing for 
the amateur to attempt. 
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A factor that helps materially in building up in the 
minds of your customers a belief in your store as an 
authority and expert on the reconditioning and repair 
of silver is to utilize every opportunity to teach the 
proper care of sterling in the home. The teacher is 
always regarded as an expert. 

Another reliable repair concern, serving the jewelry 
trade sent out a series of postcards to jewelers carrying 
jingles like this: 





When your customers go away 
We’ve a scheme we know will pay, 

Suggest they fix their silverware 
Which we—men, can repair. 


Bumps and dents are in our line, 
Blades and tines we make look fine, 
And the costs will not be great 
Why then do you hesitate? 








Little drops of solder, 
Twists by skillful hands 
Make one’s damaged silver 
Strong as iron bands. 


Try to get this business, 
°Tis profit in your hand, 
Then send the job to 


Famed throughout the land! 











Once we met a housewife 
Weeping with despair, 
She’d dented up a wedding gift 


| By slipping from a_ chair. 
| She’s never thought of ————, 
| And the repairs they do, 

But now she sings most gaily 
| 


For her silver’s good as new. 


ae: i 











This idea could easily be adapted by the retail jeweler 


to suit the solicitation of business from the public. 


Every time anyone makes a purchase of silver, tell her 
how to take care of it—impress upon her how the finish 
is actually improved by daily use and washing. Few of 
the public know this; too many of them think of their 
sterling tableware as something to be put carefully away 


and brought out only upon state occasions. 


To hear from you something so startlingly contrary 


gives a vivid impression of you as an authority. 
(Please turn to page 66) 
































What Can We Do About Clocks? 


66 HAT is wrong with my clock business?” is a 
question that most jewelers have asked them- 
selves, but have seldom answered satisfactorily. 

Why? Surely if there is a question there must be an 
answer, and the lack of answers may be our own fault. 

Each year, we all take inventory of our stock, but 
how many of us ever think of taking inventory of our- 
selves? These two inventories should be a vital part of 
each other, for, if we are honest with ourselves, we can- 
not simply say, “What is wrong with my stock?” and 
let it go at that—we should also say “What is wrong 
with me?” 

Let us give this latter our consideration for a moment. 
Have we been too satisfied with sales in the past and 
have we taken it for granted that they will continue 
in the future without any special effort on our part? 
Have we kept abreast of the times and taken advantage 
of every opportunity afforded us? Have we made any 
attempt to devise new methods of attracting customers 
and making them clock conscious? Have we made use 
of the dozens of “follow up” methods to sell new clocks 
to replace old ones too costly to repair? Be honest 
now! Have you... and you... and you? 

I'll admit that J haven’t. I’ve made some efforts in 
that direction, but I realize that I’ve also muffed oppor- 
tunities that I should have been awake to and taken 
advantage of. 

For example, two friends of mine were married just 
a year ago. When the wedding gifts were displayed, 
there was not a single clock among them. Sad, isn’t 
it? When they became settled in their new home, how 
many letters do you suppose they received suggesting 
a beautiful hall clock or a chime clock for the mantel? 
None. Mind you, I am including myself in these criti- 
cisms for I, too, did nothing about it. 

Think of the opportunities for making clock sales that 
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by DONALD S. REAVES 


Mr. Reaves, who is buyer of clocks for 
Smith-Patterson Co., Boston, has built an 
unusual volume of business for his de- 
partment. Despite the modesty reflected 
in his opening remarks, his ideas are well 
worth being listened to by every jeweler. 








are revealed every day in the newspapers in the lists of 
marriage notices, transfer of residential real estate, and 
the like. Many of these people could easily be sold the 
idea of a good clock for the new home if some enter 
prising jeweler would suggest it to them. Why don't 
we take advantage of these opportunities? 

Now, let’s look at another phase of our own short 
sightedness. We, as an industry, have allowed “total 
strangers” to our line of business, to encroach and 
garner for themselves business that rightfully belonged 
to us. And we have no one to blame but ourselves. For 
several years now “electrical gadgets” have gradually 
pushed manual wound clocks right off the mantelpiece. 
By our own short-sightedness, we have jeopardized the 
jobs of our repair men, and when we lost a repair job, 
we lost one of the most important things in the retail 
trade—the personal contact with a customer. We also 
have placed ourselves in direct competition with drug, 
hardware and electrical stores where the “suggested 
retail” way of pricing gives way to the “40 per cent off’ 
type. 

We can and should remove ourselves from this type 


of competition. This shouldn’t be too hard to do if we 
(Please turn to page 64) 
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WITH MORE PROFIT 






IDEAS! 





I mportant plans are under con- 
sideration wherein we add more 
punch in 1939 to the already power- 
ful Manchester proposition. Two new 
patterns will be announced shortly— 
Increased national consumer advertis- 
ing has been contracted for — New 
sales helps and advertising materials 
are being prepared—all of which 
make it practically imperative that 
you plan a vigorous Manchester Ster- 
ling drive early in 1939—Ask to have 
a Manchester salesman call, and write 


for the new catalog. 


Sn 739 March on with 
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MANCHESTER’S 
NEW PATTERN 
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THIS IS ONLY ONE 


of several reasons why 


jewelers continue to ship 


their accumulations of 


OLD GOLD 


SILVER—PLATINUM 


filled cases, plated scraps, 
bench sweeps, filings, etc. 


They know from years of 
experience that DEE & CO. 
knows values—that every 
lot is handled in a way cer- 


tain to encourage jewelers 


to always send their ship- 


ments direct to 


What About Clocks? 


(From page 62) 


really know our merchandise, have the right stock and 
sell not price but beauty, dependability. quality, and 
prestige. 

But we can’t sit back and kid ourselves into thinking 
that business will come to us automatically. We’ve got 
to do something to create it, and to direct it our way. 

Now, what can we do to bring this about? Well, here 
are a few ideas that our store has found helpful, I'm 
glad to pass them along for whatever they may be worth. 
No doubt plenty of others will occur to you, for as | 
said before, I realize that we, too, by no means have 
done all that we could or should. 

To begin with, we make it a point to feature clocks 
frequently and regularly in our advertising. At the be- 
ginning of each year we set up not only a total budget 
for advertising, but also decide how much of that total 
should be allotted to each department. Then we stick 
to it. Silverware, for example, has to stay within its 
own department allotment, and isn’t allowed to chisel 
from the clock budget. (And, of course, clocks aren't 
allowed to chisel from silverware, either.) 

With this set-up there isn’t the tendency to first over- 
spend on one department and then make up for it by 
cutting down on some other—which is usually clocks, 
Instead, clocks, like all other lines, are assured of 
adequate advertising. And, believe me, it makes a dif- 
ference. 

Window displays are treated on the same principle. 
Window space and time are budgeted just like the adver- 
tising appopriation. In our case, the clock department 
has the use of one display window every other week, 
the windows being changed weekly. This gives us 26 
clock windows every year. And they’re spread out even- 
ly through the entire year—not concentrated in bunches 
with long intervals between clock displays. 

In other words, the public isn’t given time between 
showings to forget about Smith-Patterson’s clocks. 

As to the arrangement of the displays, that’s a sub- 
ject in itself, and I’m not going to attempt a disserta- 
tion on window dressing. But I do want to mention one 
cardinal point in all our clock windows. That is, that we 
hardly ever show a price tag. 

We have found that it is much more effective to make 
the customer come into the store to ask the price of 
the item in which he is interested, for then we have a 
chance to get in some salesmanship right at the critical 
time when he is making his decision. If we have an 
opportunity to tell him about the merits of the clock 
he is considering, our chance of making the sale is 
naturally much greater. 

Besides, we’ve found that people are no longer buying 
on price alone. Too many of them have had the experi- 


‘ence of having had their fingers burned on the cheap 


merchandise that has been put out in recent years for 
hunters of “depression bargains,” and whose only merit 
was the low figure on the price tag. 

Today people want to know not only what a thing 





/Jrecious 


GENERAL OFFICES DOWNTOWN OLO GOLD 
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1900 W. KINZIE ST 


costs, but what it is, and are learning the difference 

between value per dollar and merely low price. We 

want an opportunity to show them not only prices but 
(Please turn to page 66) 
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Inspired by the traditional charm and 
refinement of Georgian design, the 
“Empress of Britain” pattern exempli- 
fies the perfection—typifies the pres- 
tige—of ELLMORE craftsmanship in 
sterling. Exclusively styled yet mod- 
estly priced, the significant popularity 
and attractive profit possibilities of this 
—and other—patterns by ELLMORE 
suggest the wisdom of your IMMEDI- 
ATE inquiry and investigation. You 
will be surprised at the broad selection 
of sterling hollowware contained in the 
new ELLMORE Catalogue—astounded 
at the exceptionally low prices. Write 
for your copy TODAY and discover as 
have hundreds of other jewelers that 
ELLMORE offers you and your clien- 
tele—more VALUE for every dollar. 


The “Empress of Britain” tea service illustrated is 
fashioned from unusually heavy gauge metal and is 
of exceptionally large capacity. Size of tray, 22” x 

16". Description and prices of the complete ‘ ‘Em. 
press of Britain” series will be furnished on request. 
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The Ellmore Silver Cé 
DEPARTMENT A — MERIDEN, CONNECTICUT 






New York: 347 Fifth Ave. — San Francisco: 830 Market St. 
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HONESTY is not a virtue 


... it is good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati- 


num, and Gold obtainable. 

FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweep 
and Scrap Gold. 

COOPER’S POLICY of fairness and ac- 
curacy continues unchanged . . . alway» 
making new friends. 





JOSEPH B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 





Our Reputation Is Our Success 

















More Sales 
Mean More Profits! 


An extraordinary sales in- 
crease can be yours through 
the study of gemology. 


It has been proven throughout 
the United States and in many 
foreign countries that this new 
knowledge of jewelry store 
merchandise earns outstanding 
dividends for its students. Div- 
idends in increased sales—ad- 
ditional profits—n ew sales 
ap proac h—additional cus- 
tomer confidence. 





Don’t delay longer! Enroll 
now, or investigate this new 
sales builder today by writing 
to the 





American Gem Society 
555 S. Alexandria Los Angeles, Cal. 

















What About Clocks? 


(From page 64) 


values, and why a $40 clock may be a better buy than 
a $20 one. So we try to get them into the store, and 
leaving price tags out of the window helps to do it. 
So the closest we ever come to giving prices in the win- 
dow is to show the price range of a display without 
ticketing the various clocks individually. 

Finally, we make our display inside the store as con- 
spicuous and impressive as possible. The photograph 
on the first page of this article shows a typical Smith- 
Patterson display. Fourteen or 15 wall clocks, 20 or 
more sizable mantel clocks and at least two or three 
grandfather clocks (all of the manual wound type) are 
always shown, as well as a large number of smaller 
spring clocks and a wide assortment of the electric 
variety. 

We want the customer to see at once that Smith- 
Patterson has clocks of every possible size, type and 
price, and consequently that when we recommend a 
specific clock to suit his individual needs our advice js 
net merely a matter of trying to sell what we happen 
to have, but is truly unbiased because we can supply 
every model, anyway. 

We try to make him feel that we can and do help him 
as consulting experts as well as merely salesmen and 
that Smith-Patterson is truly “clock headquarters.” 

That, we believe, is the way to meet cut-price com- 
petition, and to give the manual wound clocks and the 
electric gadgets each their proper place. And we have 
found that it pays. 





Building Silver Repairs 
(From page 61) 


One concern that I know of places in each box or 
package a neatly printed leaflet headed, “The Care of 
Sterling Silver in the Home,” and reading about as 
follows : | 


“The necessity of polishing family silver is made less 
frequent if people use their sterling three times a day. 
The washing in soapy water after each meal serves to 
prevent tarnish, for the millions of tiny, minute scratches 
only create that deep blue haze or color so desirable 
that factories making sterling today aspire to acquire 
it, artificially, at the start. That is truly the popular, 
much sought ‘Butler finish.’ 

“When it becomes necessary to apply polish, be cer- 
tain that you secure a good quality that is not too 
abrasive. There are several, such as Gorham’s, Wright’s, 
Cando, etc. First, wash the articles in very hot water 
to remove food particles and apply the polish with a 
soft cloth or sponge. A small brush will help to clean 
around spouts and handles. Rinsing again in hot water, 
the articles should then be dried with soft cloth or glass 
towel that is free from lint. Gilded tines and bowls 
and interiors of cream and sugars, ete., need not be 
polished. 

“If the size of the family does not necessitate the 
daily use of all your flat silver, rotate the pieces in a 
systematic way so that each takes on the same degree 
of the finish which is acquired only by use. Avoid soda 
and aluminum cleaning processes and other household 
cleaning powders. Excellent for certain purposes, 
they’re too coarse for fine sterling, tending to rub away 
monograms and fine design of pattern as well as eradi- 
cate purposeful oxidation. All silver should be kept 
somewhere apart from matches, rubber, salt, eggs, £35; 
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sea air, vinegar, fruit juices, perfumes, toilet waters, 
for they each possess tarnishing tendencies. 

“There are fine anti-tarnish flannel bags, rolls and 
chests lined with protective fabrics. We know of one 
material that is actually tarnish-preventing. It’s called 
Pamilla cloth — a truly remarkable fabric, impreg- 
nated with millions of tiny particles of silver which draw 
the tarnishing agents to themselves, thus prevent their 
reaching the silverware they are protecting. It is avail- 
able in yardage, wraps, zipper-rolls, and draw-strings 
bags, and carries the seal of approval of Good House- 
keeping Institute.” 

Needless to say, the silver must be kept clean and at- 


tractive in your store displays. 
This work ... and it is work ... 
by conscientious, frequent routine attention to the duty. 


Larger pieces should be dusted daily—just as a good 
housekeeper wipes off the furniture. A good quality 
polishing cloth should be used and the stubborn spots 
erased by the application of polish. (The Glad Rag 
Products Co., 208 W. 29th St., New York City, make a 
polishing cloth that has proven its merit. ) 

Of course a general cleaning and buffing in the polish- 
ing department is absolutely necessary at periodic in- 
tervals. Appearance can be kept up and time and labor 
saved by having all pieces for display carefully lac- 


can be minimized 


q uered. 


We Believe It's Good Business 
(From page 59) 
wall cases, with the merchandise in full view, not ob- 
structed by glass. 

In the sterling silver flatware department, an unusual 
arrangement permits the showing of 48 place service 
units, which are so grouped that four clerks can show as 
many customers the same patterns at the same time with- 
out confusion. 

The rear of the floor contains jewelry and watch re- 
pair offices as well as some executive desks. The store 
and offices are entirely air-conditioned. A modern light- 
ing system combines direct and indirect light, so that 
both glare and shadows are almost eliminated. 

Russell G. Scheer, the owner, has been president of 
the New York State Retail Jewelers Association since 
May, 1987. His father, the late Emil J. Scheer, founded 
the business in 1901. 


CALIFORNIA GIFT SHOW 


Los Ancetes—The Spring California Gift and Art 
Show which will be held in the Biltmore Hotel, here, 
Jan. 29 to Feb. 1, will hold much interest for jewelers 
due to the fact that California gift and artwares have 
in a comparatively short time become of nation-wide 
interest to jewelers’ gift and art departments. 

Merchandise to be displayed will all be crafted on the 
basic ideas and developed in the new California colors. 
Jewelers are finding in the California market new mer- 
chandise presenting new profit possibilities for their 
spring gift trade. 

The current showing will be the ninth semi-annual 
event. Increased attendance at each show indicates the 
growing interest in California-made merchandise. 
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THE WEIDLICH LINES 


At THE CHICAGO and NEW YORK GIFT SHOWS 
ROOM 638, PALMER HOUSE, CHICAGO. Jan. 30th to Feb. 10th. 






Plated Ware 








No. 2422/3. 


BABY SET 


No. C-96-3 
CIGARETTE 
LIGHTER 


Sires S 
RELISH DISH (NORSE CRAFT) 


~—— 


No. 3647. 





CHICAGO DISPLAY 
IN CHARGE OF 
MR. H. F. HINES 











és 


No. C-102 
SALT AND 
PEPPER 





No.8010. BUD VASE 





No. 7380. JAM OR JELLY JAR 


Many New Creations in Silver, Gold, Bronze & Fancy Finishes 
Ornaments — Book Ends — Smoker Sets — Horses — Dogs 
Salt and Pepper Sets — Vases — Trays — Ete. 
Hollowware in STERLING SILVER and SILVER PLATE 
The Popular NORSE CRAFT Line of Hollowware 


THE WEIDLICH BROS. MFG. CO. 
. WEIDLICH STERLING SPOON CO. 
N. Y. Showroom, 362 Fifth Ave. Factory, Bridgeport, Conn. 
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QUARTETTE 
OF STANDARD BOOKS 


OPHTHALMIC LENSES 


By Emsley and Swaine, distinguished English authorities. 
Dealing with cheory and shop practice; 318 pages, 
numerous diagrams and useful tables; price $6.00. 
PRINCIPLES AND PRACTICE OF 
PERIMETRY 
(Third edition, thoroughly revised) 
By Luther C. Peters 


A favorite text book for years; 280 pages, with dia- 
grams and colored plates; price, $4.50. 


RECENT ADVANCES IN 
OPHTHALMOLOGY 


By W. Stewart Duke-Elder 
Telling of research work in Ophthalmology and as- 
sociated sciences; hence it has much of at least indirect 
interest to optometrists; 434 pages, well illustrated; 
price, $4.00. 
OPHTHALMOSCOPY, RETINOSCOPY 
AND REFRACTION 


By W. A. Fisher 
290 pages, profusely illustrated; price, $3.75 


Order from 
THE OPTICAL JOURNAL & REVIEW 
239 W. 39th St., New York 


























PRECIOUS STONES 


A non-credit course 
for 
Professionals and artisans in the trade 
Collectors and interested amateurs 
by 
Professor G. I. FINLAY 
Geologist-Lecturer-Lapidarist 
Fifteen sessions from 8:00 to 9:45 P.M., 
Beginning Thursday, February 9 
at 
Division of General Education 
20 Washington Square North 











| NEW YORK UNIVERSITY 
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Broadcasting Latest Endeavor of D. B. Howes Who Has 
Authored Two Books, Headed U. S. Jr. C. of C. 


The Wright Brothers took up aeronautics as a hobby, 
Samuel B. Morse was a painter who experimented with 
electricity for his own amusement. And now comes Dy;. 
ward Howes, Los Angeles jeweler and former president 
of the California R. J. A., turning his hobby into a profit. 
able pastime. 

During the 19 years that Mr. Howe has spent in the 
jewelry business in Los Angeles, he has found time for 
numerous civic undertakings. He became first local and 
later national president of the Junior Chamber of Com. 
merce. It was while serving as national president that 
his present hobby had its inception. He began to collect 





Durward B. Howes 


biographical data about the young men, from every corner 
of the continent. A librarian pointed out the need for a 
volume which would record the achievements of young 
men who had not yet reached the very pinnacle of their 
professions, but who, nevertheless, were climbing the 
ladder, rung by rung. What had been a nebulous thought 
began to take form, and Mr. Howes, still continuing his 
jewelry trade, became editor and publisher of a standard 
biographical reference work, ‘“‘America’s Young Men.” 
The success of that book brought demands for a similar 
volume, devoted to the achievements of the women of 
present-day America. And so “American Women” came 
into being. Now both books are published biennially by 
Mr. Howes. 

“It was only a step,” says Mr. Howes, “from pub- 
lishing a biographical dictionary to being featured on 
NBC as a birthday biographer, with the program, “Birth- 
days in the News.” 

In his NBC program, Mr. Howes discusses the lives 
and achievements of these rising young people in the light 
of current happenings. Little known anecdotes about 
them are revived. In short, he presents candid camera 
glimpses of the world’s great, living and dead, and pre- 
sents them at the most timely moment possible . . . their 
birthdays. Many busy people take time from their duties 
to write enthusiastic letters about “Birthdays in the 
News.” 

But in spite of his numerous sidelines Mr. Howes 
remains, above all else, a jeweler, in partnership with his 
father as B. D. Howes & Son. 
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Books .. that will help your business .. 


a a group of books written in an interesting, instructive and authoritative 
manner on such pertinent subjects as gems, watches, clocks, store operation, jewelry making 
and repairing, engraving, plating and enameling. 


For the Gem Expert, Connoisseur and Student of Gemology 


@ DIAMONDS Frank B. Wade $2.00 
@ DICTIONARY OF GEMS R. J. Rogers $1.50 
e@ GEM STONES G. F. H. Smith $3.00 
@ GEMS AND GEM MATERIALS Drs. Kraus & Holden $3.00 
@ GETTING ACQUAINTED WITH MINERALS George L. English $2.50 
@e HANDBOOK FOR THE AMATEUR LAPIDARY J. H. Howard $2.00 
@ PEARLS W. J. Dakin $1.00 
@ STORY OF THE GEMS , H. P. Whitlock $3.50 
@ TEXT BOOK OF PRECIOUS STONES Frank B. Wade $2.50 
e@e A KEY TO PRECIOUS STONES L. J. Spencer $2.75 


© ” 
For the Skilled Watch and Clock Maker, the Apprentice and Student 


@ CLOCKS AND WATCHES G. L. Overton $1.00 
@ JUNIOR WATCHMAKER A. Gideon Thisell $3.00 
@ MODERN ELECTRIC CLOCKS S. F. Philpott $2.25 
@ MODERN METHODS IN HOROLOGY Grant Hood $2.50 
@ PRACTICAL BALANCE AND HAIRSPRING WORK W. J. Kleinlein ~ $3.50 
@ RULES & PRACTICE FOR ADJUSTING WATCHES W. J. Kleinlein $3.50 
@ MODERN METHODS IN WATCH ADJUSTING Harold Caleb Kelly $2.65 
@ WITH THE WATCHMAKER AT THE BENCH a. $2.75 
@ THE WATCH & CLOCKMAKER’S HANDBOOK, 
DICTIONARY AND GUIDE Late Frederick J. Britten $6.00 

14th edition revised : 
@ MODERN WATCH REPAIRING AND ADJUSTING 

Second Edition $2.25 

E. Borer ' 
@ MODERN CLOCKS—THEIR DESIGN AND MAINTENANCE 

T. R. Robinson $2.25 
@ PRACTICAL BENCHWORK FOR HOROLOGISTS Louis and Samuel Levin $5.00 


For the Jewelry Repairer, Engraver, Plater and Enameler 


@ JEWELRY REPAIRERS’ HANDBOOK J. G. Keplinger $1.25 
@ JEWELRY, GEM CUTTING AND METALCRAFT 

W. T. Baxter $2.50 
@ TESTING PRECIOUS METALS WITH THE TOUCHSTONE 

C. M. Hoke $1.00 
@ SIMPLE SOLDERING BOTH HARD AND SOFT Edward Thatcher $ .75 
@ SHORT COURSE IN ENGRAVING FOR JEWELERS 

William Kassel $ .50 
@ METALCRAFT AND JEWELRY Emil F. Kronquist $2.25 
@ MODERN ELECTROPLATER Kenneth M. Coggeshall! $3.00 
@ ELECTRO-DEPOSITION OF METALS oa ie $7.50 
@ ENAMELLING ON METAL Louis-Elie Millenet $2.00 
@ PREPARATION OF PRECIOUS AND OTHER METAL 

WORK FOR ENAMELLING H. deKon'ngh $1.50 
* e e 


For the Credit Merchant, Credit Manager and Those Planning to Enter 
the Credit Field 


@ HOW TO COLLECT INSTALLMENT ACCOUNTS — Samuel Guggenheim $2.25 
@ SUCCESSFUL CREDIT STORE OPERATION  H. Blumberg $3.50 
@ METHODS OF INSTALLMENT SELLING AND COLLECTION 

Bartlett & Reed $3.50 


All prices net—no accounts opened for book purchases 
No books sent on approval. Prices subject to change without notice. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


CHESTNUT & 56th STS. ® 239 WEST 39th STREET 
PHILADELPHIA, PA. NEW YORK CITY, N. Y. 
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HE collection of early American silver has been on 
the increase for a number of years and whether as a 


fad or a serious business is gaining devotees. For a long 
time there was a dearth of books on early American sil- 
versmiths and their marks, but in the last five to ten 
years several have been published, and the last from the 
press, is a book entitled “Marks of Early American Sil- 
versmiths, with Notes on Silver, Spoon Types, & List of 
New York Silversmiths, 1815-1841,” by the late Ernest 
M. Currier. 

Unlike English silver, American silver has no date 
letters and so we have no way of knowing the exact age 
of a piece of antique American silver. We are therefore 
obliged to consult books giving lists to learn where, and 
the approximate date when, the silversmith lived and 
worked, and an authentic list is necessary for one who is 
interested in the subject. This book enables one of lim- 
ited experience in early American silver to give the ap- 
proximate date of a piece, providing it is stamped with 
the maker’s name. 

It is edited by and has an introductory chapter by 
Kathryn C. Buhler, assistant curator of silver in the 
Museum of Fine Arts of Boston. She had the assistance 
of Dr. George B. Cutten, president of Colgate Univer- 
sity, who recently published (1936) a most authoritative 
and interesting book entitled “The Silversmiths of 
Utica.” Another able associate was John Marshall Phil- 
lips, curator of the Mabel Garvin collection of silver at 
Yale University, and still another was Hollis French of 
Boston who has done a great deal of pioneer work in this 
line and in 1917 published a book entitled “A List of 
Early American Silversmiths and Their Marks.” The 
result of having such able and enthusiastic assistance in 
preparing this, will make Mr. Currier’s book authorita- 
tive for a long time. 

The book is based on the studies of the late Mr. Cur- 
rier and is the result of over 30 years’ work. 

It has over 1500 marks of early American silversmiths 
and after the reproduction of each mark, are notes and 
comments on the style and idiosyncrasies of the maker’s 
marks. There is also a list of silversmiths of New York 
City from 1815 to 1841, and after each name the date or 
dates under which the silversmith was listed. The book 
includes a number of Mr. Currier’s original drawings. 

Another important feature is the interesting chapter 
on “Notes on Spoon Types” with some 20 line drawings 
showing the type of spoons made at various periods of 
early American silversmithing. 

Mr. Currier’s research has resulted in a valuable con- 
tribution to the information we now have on early Amer- 
ican silver and collectors, and those interested in this 
subject will, in years to come, regard it as a standard 
and when placing their evaluation of early examples of 
the craft of silversmithing made in this country, look on 
this book as one giving authoritative information. It will 
be enjoyed by the student, collector, and non-collector 
for the interesting information it contains. 

There are, however, many names of early American 
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silversmiths which do not appear on Mr. Currier’s list, 
The study of American silver has made great Progress 
in the last few years, but there is still much information 
on this interesting subject, to be recorded and much te. 
search work to be done in this field. 

Because Mr. Currier’s book is a limited edition, no 
doubt the edition will soon be sold out and it will, in 
turn, become a collector’s item in a few years. It should 
be a welcome addition to the library of every one inter. 
ested in this subject and especially collectors of of 
American silver, antique dealers, and museums. 

Mr. Currier was founder and president of the firm oft 
Currier and Roby, Inc., which specializes in making fine 
reproductions of antique silver. Like the craftsmen of 
the Mddle Ages, he could design the article wanted, and 
with his hammers, and without the aid of any mechan. 
ical tools, produce from a flat sheet of silver an article 
of beauty and utility. 

It was the dream of Mr. Currier’s life to publish ff a 
book on American silversmiths. His notes were nearly 
complete when ill health and later death stayed his hand _ 
and interfered with his project, and so this posthameail 
work has been published by Mrs. Currier. ¢ 

The edition is limited to 750 copies, printed in Jamel 
type, a seventeenth-century old style type face, on a per 
manent special laid rag paper, of pleasing natural color, — 
The book contains 180 pages, 11 x 8 inches, and ig 
strongly bound in a blue buckram, and stamped in gold, — 
It is published by The Southworth-Anthoensen Press at 
Portland, Maine, and is priced at $16.50.—J. D. L. 





Copenhagen Porcelain 


N the brilliant rays of the Northern sun, in the open 

country out upon the sea, in the Danish fjords or 
among the thousand islands and islets, artists of both 
sexes gather the impressions which, expressed in Copen- 
hagen porcelain, present such a vivid picture of life 
and nature in this Northern country,” comes the word 
from across the sea. 

The first success achieved in Copenhagen porcelain was 
in painting under glaze which this factory helped mate- 
rially to develop. Besides painting under glaze under the 
able direction of Prof. Hans Tegner, over-glaze painting 
has been developed and is extensively used in connection 
with the works of Jens Bregno, the sculptor, on his figur- 
ines in costumes of the Rococo period. Entirely new 
styles are being created by Mrs. Jo Hahn Locher. 

Another style characteristic of the best Danish porce- 
lain is the object done in a gray tone. Miss C. Olsen, 
Gunner Nylund. Achton Friis and Hans Syberg have 
been given great freedom in the execution of their ideas 
which has resulted in the production of original pieces, 
each one a masterpiece in itself. Two artists, the Misses 
E. Hagermann-Lindencrone and Fanny Garde, occupy 
the first place in modern art porcelains. 

Something absolutely new in Danish porcelain is the 
introduction of more vivid colors which conform more to 
the modern trend of today. This “porcelain tendre” 
with its brilliant colors blazing from transparent back- ~ 
grounds competes successfully with even the famous Im- 
perial Chinese porcelain. 
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A rich treasure of added profits awaits you at the 
Chicago Gift Show. Each year more and more keen 
gift buyers create added earnings by basing their 
own merchandising plans on the latest, up-to-the- 
second review of the entire gift market which they 


can make so easily at this great Show. 





The Chicago Gift Show affords you not only the 
easiest and most convenient way of covering the gift 
market, but also the most thorough and complete 
coverage possible. Let minutes here do the work of 
hours in the open market, as you compare, review, 


and select at ease your coming season’s successes! 


CHICAGO GIFT SHOW 
January 30 to February 10 


PALMER HOUSE 


EASTERN MANUFACTURERS AND IMPORTERS EXHIBIT: INC 


A. STANLEY BRUSSEL, President - $.CRAIG PRESTON, Vice-President - GEORGE F. LITTLE, Managing Director - 220 Fifth Avenue, New York 
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Chicago Gift 
Show Occupies | 
3 Full Floors 


HREE solid floors of excellent merchandising pog- 

sibilities for gift and art departments of retail 
jewelry stores will await some 4000 buyers who are 
anticipated at the 29th semi-annual gift show of the 
Eastern Manufacturers and Jmporters Exhibit, Ine, 
from Monday, Jan. 30, to Friday, Feb. 10, at the Palmer 
House, Chicago. 

The exhibit this winter is of unusual interest, not 
only because of a wealth of new items, but more prin- 
cipally because of the international commercial situation, 
which has had a far-reaching effect on the American gift 
trade. 

In looking around for new sources of material as a 
result of the drastic upset in some of the most important 
gift-producing centers of the Old World, importers have 
unearthed some valuable ones which have not as yet been 
exploited, thereby adding to the ever-growing range 
of the trade. 

Stocks of American manufacture promise to be unusw- 
ally fresh at this show. Many Eastern manufacturers 
when consulted about their new lines, at the end of 
December, stated that they had not yet seen finished 
items now in production, and their first chance to do so 
would be when the samples are unpacked in Chicago. 

‘Merchandise of a seasonal nature will be especially 
popular at this showing, particularly items for the spring 
and summer table and for informal entertaining. 

A. Stanley Brussel, who has been president of the 
exhibit since its inception 15 years ago, reports that a 





@ Kensington will show the Riviera tumblers and pitcher 
ona laraer size of the Chelsea tray at the Chicago Gift Show. 















@ From the exten- 
sive line of porcelain 
figurines to be shown 
by Paul A. Straub 
& Co., Inc., is this 
decorative mounted 
huntsman. 


@ For preparing 


stirred drinks, Chase 
Brass & Copper Co. 
offers the Stir-!t 
pitcher, holding a 
quart, with built-in 
strainer. 


pleasant evening has been planned for Thursday, Feb. 2, 
when all the buyers in attendance will be the guests at 
an entertainment and dance in the hotel ballroom. 
The promise of a good business year leads George F. 
Little, managing director of the show, to believe that 





(Please turn to page 79) 


@ Left, hostess will 
appreciate this 
crumb - brush and 
tray, decorated with 
flying geese. Of- 
fered by A. Stanley 


Brussel. 


@ Right, exquisitely 
decorated Dutch girl 
figurines, with bas- 
kets of life-like flow- 
ers and fruits, im- 
ported by Hayman 
& Lindenbera, Inc. 
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WINDOW AND 
COUNTER 
DISPLAYS 


BAST 22nd STREET «© NEW YORK CITY 
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“Mart Gift Show Opens Jan. 30 





@ For the hostess who does not wish to 

use fresh flowers in her centerpiece, this 

unit, from Norton-Bolender Co., features a 

low pottery bowl, in chocolate brown, with 
wax water lily and tiny green frog. 


ITH sentiment definitely leaning toward the “Buy 

American” idea in the china, glass and gift field 
because of the feeling in the trade toward products once 
manufactured in the Czecho-Slovakian region, and now 
part of Germany, American manufacturers represented 
at the Jan. 30 to Feb. 11 gift show in the Merchandise 
Mart at Chicago have been offered their greatest oppor- 
tunity as creators of styles in this field. 

Already, a large percentage of the 784 lines repre- 
sented in the current show have signified their intentions 
of bringing out products styled in this country. The 
fact that they will not have to meet competitive prices 
as closely as formerly, because of this sentiment, is a 
mark in favor of the products which can be styled in this 
country. 

Although American products are being pushed to the 
foreground, many manufacturers represented in the show 
will continue to show merchandise from Czecho-Slovakia, 
until such time as their warehouses have been depleted 
of this merchandise from the former Sudeten area, which 
will be virtually prohibitive for the future. Considerable 
activity is being felt in French and Belgian headquar- 
ters, also, in searching the markets for goods which may 
compete with those from the territory whose absorption 
by the Germans is diverting American orders elsewhere. 
Prices, because present cost of production in France, are 
much higher than those from products turned out in 
peasant homes along the German Czech frontier, are ex- 
pected to be considerably higher. 

The optimistic note, which has pervaded the home- 
furnishings market during the past several weeks, is 
expected to be reflected in the current show. Predictions 
for a good market are based on the “buy now” attitude 
of buyers necessitated through rising prices since the 
passage of the wage-hour bill; the low inventories in 
retail stores throughout the country, and the large 
amount of new merchandise which will be shown. 

Glass lines for the current market, both domestic and 
foreign, show a tendency toward simplification, principal- 
ly because of the importance of modern furniture. In 
the china field, pastel colors continue to retain their im- 
portance. 


Of interest to the entire china, pottery and glass trade 


@ An unusual combination of pottery and 
yarn are these modernistic horses, which 
will be introduced at the Merchandise Mart 
Gift Show by Mary Ryan. The manes, either 
braided or shaggy, in rust and cocoa yarn. 
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@ This modernistic coffee service, from No- 
tional Silver Deposit Cor, has dgmitasses of 
brilliant green china, gold ‘coffee pot, 
creamer and sugar, and fray bordered in 
gold. The creamer and sugar fit together, 





@ The "five men in funny hats'' who came 
to select the fiercest bull in Spain, and 
Ferdinand the Bull, will be introduced in 


Merchandise Mart by the 
Laguna Pottery Co. 


the Brayton 


is an entirely new idea in the gift merchandising field, a 
merchandising forum planned by the association for 
Monday, Feb. 6, in the Merchants and Manufacturers 
club of the Merchandise Mart. 

This innovation in gift show programs will include lec- 
tures by guest speakers on new merchandising ideas for 
both large and small retail store buyers, and talks by 
members of the association on recent style trends in the 
glass and gift field. 

Because the 15th Floor Merchandiser’s Forum will 
afford both large and small operators of gift departments 
an opportunity to exchange ideas on selling merchandise, 
the plan is expected to meet with the approval of all buy- 
ers attending the market. Preceding the talks, the buy- 
ers will be guests of the 15th Floor association at break- 
fast in the main dining room of the club. 

In addition to the Monday program, a dinner-dance, 
tentatively set for Feb. 1 in the Merchant’s and Manv- 
facturer’s club, has been announced by the association. 
Roy Larson, of the Ira Jones Co., and Norvell Slater, of 
Fostoria Glass, are co-chairmen of the social committee 
in charge of dinner-dance arrangements. Miss E. Haeger, 
of Haeger Potteries, and L. Warwick, of the W. S. 
George Pottery Co., are co-chairmen in charge of the 

(Plase turn to page 76) 
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WHY YOU WILL CONCENTRATE 
ON THE MERCHANDISE MART 


DURING THE GIFT SHOW—JAN. 30—FEB. 11 


Human Reasons 


DINNER DANCE 


Wednesday evening, February lst 
at The Merchants & Manufactur- 
ers Club, to which you and your 
partner are cordially invited by 
The 15th Floor Merchandisers 
Club. Elaborate floor show. 


MERCHANDISING FORUM 


Tuesday, February 7th, at 8 A.M., 
breakfast at Henrici’s in The Mart, 
followed by an informative 
merchandising clinic under the 
sponsorship of The 15th Floor 
Merchandisers Club. 


ON THE HOUSE 


Refreshments every day during 
Market in the Coffee Lounge of The 
15th Floor Merchandisers Club. 


Free check room, relaxation, good 


fellowship, interchange of ideas. 


THE MERCHANDISE MART 


The World’s Biggest Buying Center 





Business Reasons 


510 


Five — 


and ten lines 
exhibited un- 
der ONE roof 
—the world’s 
greatest con- 
centration of 
the lines you 


want to see. 


Wells Street at the River 


“ CHICAGO 
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Merchandise Mart Gift Show Wedgwood Will Move from Staffordshire 
to Its Own Model Community 


Lonpon—Wedgwoods, famous throughout the world 
for the artistic pottery so often found nowadays in the | 
jewelry store, will commence to move into the new gar. 
den city works of 380 acres in about 18 months, This 
will be the first big move away from the traditional cer- 
amic center of Staffordshire. The new Wedgwood site 
is at least four miles into the country from Stoke-on. 
Trent. The pottery will have its own shopping center, 
sports ground and swimming pools. The whole scheme 
will take about five years and more than 1000 pottery 
workers will eventually be transferred. 

The first installment of 100 pottery homes will be 
completed to coincide with the opening of the new fac- 
tory in 1940. Each home will have 150 square yards of 
garden. The factory canteen will be equipped with stage, 
green rooms and cinema projector rooms, and will be | 
able to accommodate 400 for meals and 700 for per- [| 
formances. F 

The initial factory for the manufacture of fine earth- 


(From page 74) 


market activities committee of the association, and are 
making plans for the Merchandising Forum breakfast. 

Modern lamps, brought out to ensemble with the 
Swedish modern furniture, floor coverings, curtains and 
draperies, will be shown in a variety of new versions. 

One introduction, eventually expected to revolutionize 
the lamp industry, will be fluorescent lamps, in both floor 
and table models. The new lights utilize a gaseous 
substance in the bulb, to produce a light entirely with- 
out heat. Bulbs of 15 watts produce the same amount of 
light as 100 watt bulbs of the old variety, with much 
less current needed than for the familiar type bulb. 

The trend toward higher priced merchandise in the 
lamp field, and the fewer low priced types, is especially 
noticeable. 

The fact that the crystal used by many manufacturers 
for lamps is no longer available from Czecho-Slovakia, 
and that it will now be manufactured in German terri- 





tory at a price 33 per cent higher under the new trade enware will, in turn, be followed by factories for the 
pact, has created the necessity for a new type lamp to be manufacture of china, jasper and black basalt which at 
ensembled with 18th century settings. English pottery present are made at the Stoke plant. The new Wedg- 
lamps, and French hand-painted china lamps, will prob- wood enterprise means that more than 1000 men and 
ably replace much of the Czecho-Slovakian crystal lamps women will be transplanted from the dirt and grime of 
shown in previous years. the traditional pottery town to its own garden village 

Although Swedish crystal is not expected to replace factory which will be smokeless since all ware will be 
the Czecho-Slovakian glass, several lines will show bases electrically fired. The new tunnel oven will be the first of 
of this type, several in crystal combined with wood. its kind in a. 








THE MODERN HOSTESS peepee 


CHROMIUM 


and EVEREDY Legs 
PREFERENCE 2.2% wat 


Young Mrs. America knows the advantages of chromium! She 
knows for instance, that it never tarnishes . . . and washes as 
easily as glass or china. Always sparkling and new-looking, 
ready for instant use. You need Evercraft chromium gifts in 
your stock . . . or you'll pass up profits you could make easily 
and quickly. Due to its popular price and ingenious design, 
Evercraft gifts have won a preferential position in the minds of 
thousands of American hostesses. The Everedy Company, one 
of America’s oldest and largest chrome platers, presents for the 
consideration of your customers a marvelous assortment of beau- 
tifully designed, expertly manufactured Evercraft gifts in 
glorious, sparkling, inimitable chromium! 






MERCHANDISE MART GIFT SHOW—January 30 to February 10 
The Zangs Co., Room 1598 
NEW YORK GIFT SHOW—February 20-24 
Hotel Pennsylvania, Room 501 


mee /7¢ EVEREDY Co 


illustrated 1939 Catalog 
of Gifts by Evercraft. 3 EAST STREET. FREDERICK, MARYLAND 


NEW YORK SHOWROOM: 225 FIFTH AVE. © CHICAGO: THE ZANGS CO., MERCHANDISE MART 
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LAMP SALE WINS 1660 CUSTOMERS 


NCE a week during the Christmas season, 1660 new 
O customers visited Arthur’s jewelry store at 401 
E St., San Bernadino, Calif. 

This flock of new accounts was developed through a 
sale of six-way reflector lamps for $3.95, with 45 cents 
down and 50 cents to be paid in subsequent weeks. 

Quarter-page ads, on Thursday, in the morning and 
evening newspapers were headed: ‘‘Record-smashing 
offer to open 1000 new accounts, Friday and Saturday 
only. Beautiful 6-way reflector lamps $3.95. Monday’s 
price will be $10.95.” 

The main pulling power was caused by the way the 
lamps arrived. They were delivered by truck, 100 to 
each load, and as they were unloaded on the street or 
sidewalk two boys worked fast putting in the globes 
and reflectors and installing the shades. 

Crowds stopped to watch, and saw attached to each 
lamp a blue card describing the sale and explaining the 
credit terms: ‘““None sold for cash. Pay only 50 cents a 
week.” The time it took for people to read the cards 
created even larger crowds, with more commotion and 
sales activity. ‘Twelve hundred lamps were sold in the 
original promotion. 

A week later the sale was repeated, in response to 
calls for the lamps, and 460 more units were sold. 

The rush of business required Arthur’s to add two 
employees, as well as desks, typewriters and filing cabi- 
nets. It put the store in a favorable position at the 
start of the holiday season, and the additional store 


traffic resulting from the new customers’ weekly pay- 
ments created many additional Christmas sales. 


WHAT STYLE MEANS TO THE JEWELER 
NE may bow down before “price” or pay homage to 
“utility” but when all is said and done the thing that 
sells merchandise is Style. Nothing more important can 
enter into your consideration of goods for resale than that 
factor, style. Style, or rightness must prevail. And keep 
this in mind. Style does not necessarily mean beauty—it 
does mean merchandise in tune with contemporary habits. 
Editorially, this magazine endeavors to interpret style 
as it applies to gift and art merchandise. We believe it is the 
one single element that determines the success of a product. 
We urge that you now and in the future, make your stock 
style-conscious to the end that your shop, or your section, 
will not only be representative of the new but an accurate 
expression of the contemporary manner. 

You can always check the modern trend through the 

style development shown at any of the gift shows. 


The complete official text and duty rates of the United 
Kingdom and Canadian reciprocal trade agreements have 
been prepared in convenient booklet form in the pocket- 
size December issue of the “American Import & Export 
Bulletin.” Copies can be obtained by sending $1 for 
each copy to the publishers, American Import & Export 
Bulletin, 420 Lexington Ave., New York, N. Y. 











NOW READY—The only pencil priced as 
low as 49c with the sensational thinner lead 
created by Dixon for Rite-Rite...Thinner lead 
clicked immediately in the higher-price field.* 
NOW! you can capture the volume market 
with Threadline at 49! 


NOW READY—The striking WINDOW AND 
COUNTER DISPLAY pictured at left. ALSO 
displays of one dozen lead paks to retail at 
15¢c each. “Threadline at 49” will be a sen- 
sation with your customers. Be first to feature 
it. Rush initial orders now! 





* A special license to use this lead in Fineline higher priced pencils 
only has been granted to W.A. Sheaffer Pen Co., Fort Madison, lowa. 


RITE-RITE MFG. CO., CHICAGO 


Now Subsidiary to Joseph Dixon Crucible Co. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for January, 1939 





ORDER THIS DISPLAY CARD NOW 


77 














THE 
ARMOUR ALUMINUM LINE 
(HAND FORGED) 
WILL SHOW 
MANY 
NEW ITEMS 
THIS SEASON 
The Same 


High Quality 
and Exquisite 
W orkman- 
ship That 
Has Made It 
Famous, Will 
Be Carefully 
Maintained 





ARMOUR ALUMINUM TRAY No. 1020B 
Illustrated Catalog on Request 

The full line will be on display at the Chicago, 

New York, Boston and Philadelphia Gift Shows 

and at our newly enlarged showrooms at 


225 FIFTH AVE., NEW YORK 


A. STANLEY BRUSSEL 


PACIFIC COAST AND FAR WEST REPRESENTATIVES 
TARA SALES CO., LOS ANGELES, CAL. 


And At All The Pacific Coast Gift Shows 














Spode Bive ELAINE 


Sell “Starter Sets” of Spode and 


make permanent customers. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave.,New York 








"C.G." TITLE IS AWARDED TO THREE 


Los ANcELEs—The title of Certified Gemologist, high. 
est within the power of the Gemological Institute of 
America to bestow, was awarded to two men and a 
woman last month. 

The latest to earn the title are: 

C. A. Allen, Cranbury, N. J., who is one of the na. 
tion’s principal importers of zircon and whose authorita. 
tive writings on that gem have been published by Jews. 
ERS’ CIRCULAR-KEYSTONE, Gems & Gemology and other 
publications. 

Leon S. Davis, of the retail firm of Davis-Darrow Co, 
Binghamton, N. Y. 

Mary Kay Elliott, of Los Angeles. 





Los AnceLEs—The American Gem Society has award- 
ed the title of Registered Jeweler to the following: 


Louis Jaeger, M. Jaeger & Sons, Queens Village, N. Y, 

Emily Jaeger, M. Jaegar & Sons, Queens Village, 
ae 

Wallace G. Boyson, Boyson Jewelry Co., Cedar 
Rapids, Ia. 

G. D. Trimmer, Loraine, Ohio. 

O. C. Homann, C. B. Brown Co., Omaha, Neb. 

C. L. Thomas, Kennett Square, Penna. 

Gunnar Pihl, D. E. Pamp, Princeton, Ill. 

Robert A. Rank, Rank & Motteram Co., Milwaukee, 
Wis. 

Heywood B. Macomber, Shreve, Crump & Low Co., 
Boston. 

Montgomery C. Reed, Hodgson, Kennard & Co., Bos- 
ton, Mass. 

Laurence S. Greene, Spencer Greene & Son, Roches- 
ter, N. Y¥. 


DEMAND FOR DIAMONDS IMPROVES 


Lonpon—The demand for diamonds is improving 
steadily, according to Backes & Strauss, and distinctly 
better business for the New Year is prophesied if the 
European politicians can settle their differences amicably. 

Americans have bought largely in fine smalls and 
mélées at Antwerp and Amsterdam lately and this type 
of goods as well as large stones of two carats upwards 
are now hard to find. All sizes and qualities are now 
being sought and while off-color stones are realizing 
low prices the higher grades remain very firm, and in 
some cases, dearer than before the war crisis convulsed 
England and the Continent. 

The revived demand for diamonds set in during Octo- 
ber and has continued throughout the past month. The 
principal difficulty of buyers during December was pro- 
curing the right class of goods at the right prices. All 
the nice snappy white goods have been taken except 
those at much higher prices than a few months back. 
The diamond price level, of course, will tend to increase 
as the pound sterling depreciates in terms of foreign 
currencies, 

The December volume of trade in diamonds is less 
than normal for the time of year, but is considered sat- 
isfactory in view of the troubled conditions in Con- 
tinental Europe and their reaction on world trade in 
general. 
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CLOSER CONTROL OF SILVER IN REICH 


An order has been issued by the German Import Con- 
trol Office for Precious Metals requiring all persons 
engaged in the manufacture, reclamation, or processing 
of silver to register with the Import Control Office and 
to submit monthly reports on the amount of silver they 
have in stock. 

The manufacture of silver articles with a purity 
exceeding 835/000 is forbidden if the value of the silver 
amounts to 25 per cent or more of the total value of 
the article, and no article may contain more than 800 
grams of silver (or 900 grams if made by hand). Table 
silver may not exceed 800/000 purity and a specified 
weight. 

In addition the industrial manufacture of a large 
number of silver articles is prohibited, including um- 
brella handles, soup plates, cocktail mixers, purses, trays, 
writing materials, flower pots, trophies, and cigar cut- 
ters; in some cases the production of these articles by 
handicraft is permitted. 

None of the restrictions on the manufacture of silver- 
ware apply to goods intended for export. 





"PAINLESS" CREDIT INVESTIGATION 


Wasuineton, D. C.—How to check up on would-be 
customers’ credit rating without offending them and yet 
attract new business seems to have been solved by the 
Kay Jewelry Co., 409 7th Street, N. W., here, which, 
in its advertising campaign, requests new customers to 
send in a coupon “‘to open an account,” and save a trip 


to the store. With the coupon plan the shaky credit cus- 
tomer can be weeded out without delay or without 
offending customers by asking for references. The plan 
works best in cities with credit-investigating agencies. 


CHICAGO GIFT SHOW 


(From page 72) 


the attendance of buyers will at last equal the 4000 
mark reached at the exhibit’s most successful show. 
Most buyers usually plan on spending from two’ to five 
days “doing” the exhibits. The benefits derived from 
contacts with other buyers and merchandising counsel- 
lors of the exhibiting companies are at least as valuable 
as the opportunity to buy a fresh stock of merchandise. 

According to Mr. Little all available display spaces on 
the sixth, seventh and eighth floors of the hotel have 
been leased to about 250 firms. 





New Martinsvitte, W. Va.—The New Martinsville 
Glass Co. has been acquired by new ownership, headed 
by Carl A. Schultz, who is also president of the Silver 
City Glass Co., of Meriden, Conn. Mr. Schultz is ex- 
panding the sales organization, so that New Martinsville 
will be in position to give extensive service to the trade 
this year. 

R. E. Rice, of this city, president of the Credit Men’s 
Association, is secretary and treasurer. Harry E. Barth 
is vice-president and continues as factory manager. The 
new management is surrounding itself with experienced 
designing and merchandising talent. 








The 


Certified Gemologist... 














DIAMOND AND GEM SPECIALIST OF THE JEWELRY TRADE 


It is no longer a mystery why certain large and important 
firms require all employees in their diamond and gem depart- 
ments to be Certified Gemologists. 


It is because these trained men make sales! Sales which un- 
informed and untrained salesmen find it impossible to make. 
The study and resulting accurate knowledge necessary to ob- 
tain the Certified Gemologist title have proven to be one of 
the greatest sales boosters available in the trade today. 


Enroll and begin your studies today, or investigate this new 
profession by writing to us immediately. 


GEMOLOGICAL INSTITUTE OF AMERICA 
3511 W. Sixth St., Los Angeles, Calif. 
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Christmas Trade Better Than 1937 Holiday Sales 


For 62 P.C. of Retail Jewelry Stores, Survey Shows 


Satisfactory Final Quarter of ’38 Augurs 
Well for New Year; Inventories Lower 


Highly encouraging to the jewelry trade is the picture of the current state 
of the jewelry business revealed by the Jewerers’ CircuLar-Kerystonr’s 


annual year-end survey. 


From all parts of the country, North, South, East and West—from big 
stores and little ones—from Fifth Avenue and from dozens of Main Streets 
comes the same report. A composite of the replies would read about as 


follows: 


“While our business for the entire year of 1938 is a little below that of 
1937, the worst of the shrinkage occurred in the spring and early summer. 
During the past few months sales volume has been steadily improving, cul- 
minating in a Christmas business substantially larger than that of a year ago.” 


“Popular priced items sold especially 
well with watches, small single stone 
diamond rings, and gold jewelry leading 
the way.” 

“We kept our buying down to min- 
imum requirements during the year. 
This fact, combined with an unex- 
pectedly good Christmas season, has re- 
duced our after-Christmas inventory to 
a point considerably below the average 
for this season.” 

The latter point is confirmed by re- 
ports from manufacturers and whole- 
salers. Last-minute rush orders from 
retailers to fill in depleted stocks kept 
shippers on the jump throughout Decem- 
ber, and added up to a surprisingly 
large total, especially in merchandise in 
the popular price ranges. Many whole- 
salers were completely sold out on cer- 
tain staples by Dec. 15, and replace- 
ment orders for single stone diamond 
rings of 50 points and under kept up a 
constant flow right up to Christmas. 

Likewise reflecting the hand to mouth 
buying by retailers, and the way in 
which the demand for popular priced 
items such as crosses, lockets, chains, 
compacts, and the like, caught them 
short of goods, manufacturers in the 
Attleboro district were forced to work 
overtime in the effort to take care of 
last minute orders. Industrial payrolls 
in that city hit a new high in November, 
and no slackening had appeared up to 
Dec. 15. It is evident that when jewel- 
ers begin taking inventory, a lot of buy- 
ing will have to be done. 

Most encouraging note of all, perhaps, 
is the way in which purchases of jewelry 
by the public have been steadily increas- 
ing. Practically every jeweler with 
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whom this journal checked, reported that 
the last two months made a much more 
favorable comparison with the figures 
of the corresponding period of 1937, than 
did the earlier seasons. In many cases 
the increase in Christmas business was 
great enough to more than make up for 
the falling off in the spring and sum- 
mer. 

Thus, while total retail sales for 1938 
as a whole were perhaps a little below 
the figure for 1937, the trend today is 
upward, whereas a year ago it was on 
the down-grade. 

An analysis of the reports is il- 
luminating. Although only 34 per cent 
showed a larger total of sales for the 
entire year of 1938 than for 1937, 62 
per cent had a better Christmas season. 
Increases in Christmas business ranged 
from 5 per cent to as high as 60 per 
cent in the case of one store, with 15 
per cent a representative figure of gain 
for the month of December. 

Only 21 per cent of retail stores did 
less Christmas business than last vear, 
with the remaining 17 per cent doing 
about the same. 

For the year as a whole 55 per cent 
had smaller volume than in 1937, showing 
how business improved toward the end 
of the year. 

Similarly, in inventories, only 24 per 
cent reported a larger stock of goods 
on hand after Christmas while 46 per 
cent have less merchandise on_ their 
shelves today than at the end of Decem- 
ber, 1937. The remaining 30 per cent 
say that their inventories are about the 
same. 
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Seventy-six per cent of all retail jewel- 
ers, therefore have either less or no 
more stock than a year ago, which 
should augur well for manufacturers 
and wholesalers in the early months of 
1939. 

Almost unanimous was the statement 
that it was popular priced merchandise 
which accounted for the sales increases. 
Jeweler after jeweler commented on this 
point, although there were a few notable 
exceptions. 

The George H. Newstedt Co. of Cin- 
cinnati, for example, stated that diamond 
wrist watches were the best item in their 
line, and Bullard Bros. of St. Paul, said 
that diamonds had sold especially well 
for them. H. T. Purvis & Son of Jones- 
boro, Ark., say that diamonds and ster- 
ling silver have taken a sudden and de- 
cided increase. 

Prince-Cotter Co., Lowell, Mass., re- 
ported that they had the best Christmas 
in many years with diamonds and 
watches especially active. The Adams 
Jewelry Co., Tampa, Fla., said that dia- 
monds are moving much better. 

The Holland store in San Angelo, 
Texas, wired that not only is business 
for 1938 as a whole some 10 per cent 
ahead of 1937, but that their Christmas 
trade was the best in 47 years. 

And almost every report commented 
on excellent sales of men’s watches, 
crosses, lockets and other gold filled and 
rolled gold plate merchandise. 

With the upward trend seemingly so 
firmly established, 1939 should be a year 
of prosperity for jewelry retailers, with 
manufacturers of popular priced lines 
feeling the improvement immediately. 
and the makers of more expensive goods 
a little later as the cycle of buying and 
prosperity widens and the margin for 
gift spending increases. 


SHEAFFER EXECUTIVE CHANGES 


Announcement has been made of the 
election of C. R. Sheaffer as president 
of the Sheaffer Pen Co., succeeding W. 
A. Sheaffer, founder of the company, 
who has been elected chairman of the 
board of directors. 





Puoenrx, Ariz.—H. Bein, for the past 
12 years with Rosenzweig & Sons, here, 
on Nov. 12 opened a new jewelry store 
at 17 W. Jefferson St. New fixtures 
have been installed throughout the store. 
William Caldow is in charge of the 
watch repair department. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for January, 1939 





AR EN 




















Retailers’ Status 
Is Clarified Under 
Wage-Hour Law 


Wasuincton—In an attempt to fur- 
ther clarify the status of retailers and 
service establishments under the wage 
and hour law, the Wage-Hour Division 
of the Department of [ abor has issued 
an interpretative bulletin in which it 
expresses its views as to the applicability 
of the law to chain stores, organized 
groups of independent retailers, factory 
branch stores and units performing both 
a wholesale and retail function. 

The interpretation also lays down cer- 
tain rules to assist retailers in determin- 
ing whether more than 50 per cent of 
their business is in intrastate commerce 
_-a condition which exempts the great 
majority of retailers from the law. 

The bulletin suggests that two factors 
be considered in determining the propor- 
tion of business done in intrastate com- 
merce: (1) The number of sales made 
within the state in which the establish- 
ment is located as compared with the 
total number of sales of the establish- 
ment; and (2) the gross income derived 
from sales made or services performed 
within the state as compared with the 
total gross income of the establishment. 

In making such determinations, the 
Administrator explains that in some 
eases a three-year survey will reflect 
accurately the nature of the business but 
qualifies that statement with the asser- 
tion that such a period may be too long 
for some establishments, too short a 
period for others. In any event, he sug- 
gests “a reasonable” period of time for 
the survey. 

The double-barrel exemption for re- 
tailers—covering employes engaged in 
a “local retailing capacity” and com- 
panies classified as “retail establish- 
ments”—has caused some confusion, the 
Administrator points out. The “local re- 
tailing capacity” exemption, the bulletin 
says, relates to particular types of em- 
ployes, as, for example, an employe of a 
wholesale or manufacturing enterprise 
employed in a “local retailing capacity” 
who may be exempt from the law even 
though other employes of the enterprise 
are covered. On the other hand, the 
“retail establishment” exemption frees all 
employes engaged in a particular type 
of establishment. 

In the case of retail chain store sys- 
tems, stores maintained by groups of 
independent retailers, factory branch 
stores or service units, each will be con- 
sidered, in the ordinary case, as sepa- 
rate “establishments” within the meaning 
of the exemption. A store whose busi- 
ness is predominately retail may make 
a few isolated wholesale sales and still 
be designated as a “retail establishment” 
and be exempted under the act. Con- 
versely, a wholesale firm may not claim 
to be a retail establishment in an effort 
to seek exemption merely by reason of 
an occasional retail sale. 

A company which engaged in both re- 
tail and wholesale selling can claim ex- 
emption as a retail establishment only 
if the retail function of its business is 
physically segregated and then, of course, 
only for that portion of its business 
which is, in fact, retailing. If no physical 
Separation is made between the two 
types of business, the enterprise would 
be treated as a whole and could not 
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RETAIL JEWELRY SALES MAP FOR DEC. 1, 1938 


BB NON-REPORTING STATES 
ARDS ade 





The accompanying map shows in per cent how jewelry store sales during Novem- 
ber compared with the business done in November, 1937. Although the volume con- 
tinues below the figure of a year ago, the gap is now only 8.3 per cent—the closest 
approach made in any month since February to the volume of sales for the correspond- 
ing month of 1937. 

November was the fourth successive month to show a gain in jewelry store sales, 
with an increase of 7.2 per cent over Octobe~ which had been 8.9 per cent ahead of 
September. J. C.-K.’s sales index has now risen to 122.3—the highest for any month of 
1938, exceeding the previous high of 120.4 for June. 

Eight states, actually, showed better jewelry sales than in November, 1937. These 
were: Indiana, plus 1.3 per cent; Iowa, plus 1.9 per cent; Georgia, plus 6 per cent; 
South Carolina, plus 2.2 per cent; New Mexico, plus 1.2 per cent; Utah, plus 10.3 per 
cent; Oregon, plus 16.1 per cent, and Washington, plus 0.4 per cent. Indiana, Iowa, 
South Carolina, New Mexico and Utah’s plus-showing was significant, since October 
sales in these States had been below those of October, 1937. Arizona and Oklahoma, 
however, which had been in the plus column in October had small minus-showings in 
November. 

Adjusted for the number of working days, 38 per cent of the stores’ November 
sales were better than November, 1937; 59 per cent were less, and 2.5 per cent 
reported less than 1 per cent change. 

These figures are based on the combined reports of 828 retail jewelry stores spread 
through 27 States which supply data to the Current Statistical Service of the Bureau 
of Foreign and Domestic Commerce. Their combined volume for November, 1938, was 
$2,689,300, compared with $2,932,600 for November, 1937, and $2,508,200 for October, 
1938. 
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properly be described as a “retail estab- TO ALTER GOLD FILLED “CS” 
lishment™ and claim exemption. The National Bureau of Standards 


If a retail store properly is immune 
from the law because more than 50 per 
cent of its business is done within the 
state, it makes no difference whether the 
enterprise purchases its goods in another 
state or whether it does all of its financ- 
ing in another state. Only the flow of 
goods or services from -the retail es- 
tablishment has any bearing. 
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last month asked manufacturers of gold 
filled articles to accept a revision of Com- 
mercial Standard 47-34, as recommended 
by the New England Manufacturing 
Jewelers and Silversmiths Association. 
The revision exempts locket bezels as 
well as field pieces, so as to make the 
matter clear and complete. 








N.W.J.A. Launches 
Drive to Refuse War 


Aids to Aggressors 


PHILADELPHIA — The National Whole- 
sale Jewelers Association last month 
launched a nation-wide move against sell- 
ing war materials to “aggressor nations.” 
The action, to encourage individual busi- 
ness men to refuse to make such sales, 
was suggested by President Arthur E. 
Manheimer, of the Manheimer Watch 
Co., Chicago, and the N.W.J.A.’s official 
board favored submitting an appropriate 
resolution to the entire membership of 
the association. 

“The action of our association, alone 
would not carry much weight,” said 
President Manheimer, “but our example 
might influence other members of the 
Council of National Wholesale Associa- 
tions to pass similar resolutions and start 
a movement that would be worthwhile.” 

Whereas, certain foreign nations have 
seized, either by force of arms or by 
threat of armed invasion, territory to 
which they had no just claims, thereby 
causing the deaths of and inflicting suffer- 
ing upon thousands of innocent men, 
women and children, and 

Whereas, these nations are properly 
classified as ‘aggressor nations” because 
they have violated their signed treaties as 
well as the human rights and liberties 
which Americans hold to be God-given 
and sacred, and 

Whereas, the Members of this Associa- 
tion do not desire to make profits by sell- 
ing merchandise or materials which may 
be used by “aggressor nations” in the 
process of making war or threatening 
armed violence against other nations or 
jo for selfish and material purposes, 
and 

Whereas, certain of these “aggressor 
nations” are now making efforts to buy 
from our Members certain merchandise, 
namely, watch movements, which may be 
helpful in military campaigns, 

Now Therefore, be it resolved by the 
National Wholesale Jewelers’ Association 
of the United States that all of our Mem- 
bers be, and they are hereby urged, to 
refuse and decline to sell at any price to 
any “aggressor nation” or its agents, di- 
rectly or indirectly, any merchandise or 
materials which can conceivably be help- 
ful to such “aggressor nation” in making 
or threatening war or armed invasion 
against another nation or people. 


A.N.R.J.A. to Start 
Membership Drive 
Early This Year 


Reasoning on the premise that retail 
jewelers are naturally appreciative and 
cooperative, President Myron Everts, 
Dallas, Tex., in a statement last month, 
predicted that a membership drive to be 
started by the national office of the 
American National Retail Jewelers As- 
sociation, after Jan. 1, will meet with 
success. 

The membership campaign will be an 
aggressive one, according to Charles T. 
Evans, national secretary, who states that 
the association is interested in increased 
membership not only because of the reve- 
nue from dues, but to a greater extent 
because of the added prestige in legisla- 
tive campaigns, if and when it can state 
authoritatively that it not only represents 
85 per cent of volume of the firms in 
the trade, but also represents by number 
a majority of the firms in the business. 

As one way to increase national and 
state membership, A.N.R.J.A. is plan- 
ning an intensive effort to organize a 
local or district club in every city or 
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district which cen support one. Secretary 
Evans is contacting leaders in the trade 
throughout the country, asking for co- 
operation in the work incident to the 
organization of these local groups. A 
booklet is being compiled which will as- 
sist organizers in the preliminary work 
incident to the actual formation of the 
club. 

The campaign will be carried on con- 
tinuously and will be participated in by 
State retail jewelers association officers. 
Leaders of these local groups will auto- 
matically become “key-men” of A.N. 
R.J.A. At present there are 516 “key 
men” and it is hoped to increase this 
number to 1000. 





PHILIP LURIA 


Concern for the fate of Jewish minor- 
ities in Europe is believed to have in- 
duced a heart attack which was fatal, 
Dec. 23, to Philip Luria, president of L. 
Luria & Son, Inc., wholesale jewelers, 
623 Broadway, New York. 

Son of L. Luria, founder of the firm, 
Mr. Luria entered the business 40 years 
ago. For many years the firm was a 
partnership under the title, Philip & 
Joseph J. Luria, after which it was in- 
corporated on Feb. 1, 1936, when Mr. 
Luria became president. 
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He had worked in the store until 4.30 
o’clock the day of his death. He then 
went home, and after supper and a walk, 
died in his sleep. He was devoted to a 
large number of Jewish charities and 
contributed annually to a great many 
different causes. 

Besides his widow, Mrs. Rose Luria, 
survivors are two sons, Joseph J. and 
Sydney, treasurer and secretary of the 
firm, and six daughters. Services were 
held Dec. 26 in Park West Memorial 
Chapel and burial was at Union Field 
Cemetery, Brooklyn. 





NAMED OHIO SENATOR 


CLEVELAND, O.—Leo M. Ascherman, 
brother of Charles Ascherman of Chas. 
Ascherman & Co., wholesale jewelers, 
506-507 Hippodrome Bldg., and attorney 
for that company, was elected to the Ohio 
State Senate, in November. He was the 
only Republican candidate in Cuyahoga 
county to be elected to the state senate. 





Fonp vu Lac, Wis. — J. P. Hess, 
jewelers at 241, S. Main St., here, have 
completed installation of a new modern- 
ized store front with two windows of 
curved glass, trimmed in black and 
chrome. The firm has been in business 
here for 38 years. 
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Attend the Convention 
(From page 57) 


Homann of Omaha, Robert J. Slagle 
of Houston, and James D. Dough- 
erty of Minneapolis talking on how 
to sell more and better diamonds, 
watches and silverware. 

Speakers and their subjects at 
convention meetings on Tuesday, 
Wednesday, Thursday and Friday 
mornings, 10 A.M. to 1 P.M., with 
President Myron Everts of Dallas 
presiding, will be: 

G. H. Niemeyer, New York, chair- 
man of the Jewelers Vigilance Com- 
mittee, the work of that committee; 
Paul W. Monohon, of Krementz & 
Co., Newark, “Salesmanship”; Dr. 
N. H. Engle, Washington, D. C., 
the work of the Bureau of Foreign 
and Domestic Commerce, of which 
he is assistant director; Leonard E. 
Reed, San Francisco, western man- 
ager of the United States Chamber 
of Commerce, “Free Enterprise and 
Jewelry”; Tinley L. Combs, Omaha, 
Neb., “Credit Selling in the Old 
Line Jewelry Store”; Vincent D. 
Kennedy, San Francisco, ‘Federal 
Legislation as It Pertains to Retail- 
ing; Harrison Babcock, “The Work 
of the Horological Institute of Amer- 
ica,’ of which he is president; and 
President Everts, who will deliver 
the keynote address. 

Others include: Past President 
Arthur A. Everts, Dallas, “Organi- 
zation work”; William G. Thurber, 
Providence, R. I., “Work of the Sil- 
ver Committee” and “Research 
Work”; Alvin Magnon, Tampa, Fla., 
“Fair Trade Laws, their Desirability 
and Necessity in Combatting Unfair 
Trade Practices” ; Henry F. Stecher, 
Milwaukee, “Advantages of Local 
and District Clubs”; Arthur A. Dib- 
bern, Glendale, Calif., “State Legis- 
lative Campaigns ;” Treasurer A. W. 
Anderson, Neenah, Wis., ‘“Insur- 
ance”; Past President William D. 
McNeil, New York, chairman of the 
Jewelers Publicity Committee, “Pub- 
licity”; and Secretary Evans, “Asso- 
ciation Work,” with emphasis on the 
campaign against wholesale-retail- 
ing, the sliding scale of dues and the 
advantages of the national associa- 
tion’s tieups with the American 
Retail Federation, the Retailers Na- 
tional Council, the National Associa- 
of Retail Secretaries, and the Amer- 
ican Trade Association Executives. 

It was announced that both the 
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national and California association 
membership cards this year will in- 
corporate features emblematic of the 
history of California. The card will 
be of such quality and design that 
all association members will be 
proud to display them. 


Refuse Jewelry Catalogs, 
Enforcement Committee Asks 
In Letter to 1000 Firms 


A letter in the forceful style in the 
use of which William Wagner, chairman 
of the Jewelers Enforcement Committee 
of New York, Inc., is a past master, 
was mailed during the early part of 
December by the Enforcement Commit- 
tee to 1000 New York firms employing 
100 or more persons, calling attention to 
the terrible evil being worked by “cata- 
log” houses, at the expense of legitimate 
retail jewelers. 

Mr. Wagner’s letter, which probably 
proved a revelation to many employers 
who had no inkling of the way their 
employes were being deceived, and many 
others who were pleased to believe their 
employes were receiving wholesale rates 
on retail purchases, reads in part as 
follows: 

“Scores of concerns that call them- 
selves ‘wholesalers,’ ‘industrial jobbers,’ 
etc., have invaded the field of retail 
distribution, and within the last year the 
U. S. Circuit Court of Appeals has up- 
held the Federal Trade Commission in 
its ruling that L. & C. Mayers & Co. 
had held itself forth as a whclesaler 
in the transactien of retail business. 

The L. & C. Mayers & Co. case is 
mentioned here only because it has been 
before the Federal Trade Commission 
and the court for years and has served 
as a sort of test case. . 

“A study made since the decision in 
the L. & C. Mayers & Co. case indicates 
that although the word ‘wholesale’ is not 
used so much as formerly, the methods 
employed to get the public to buy re- 
main virtually unchanged. 

“Most of the catalog houses get busi- 
ness by offering discounts on well-known 
nationally advertised products, and this 
bait is intended to make consumers be- 
lieve that similar discounts hold true on 
all merchandise shown in the catalogs. 

“The writer has had occasion to make 
an analysis of several ‘jewelry catalogs’ 
which offered substantial discounts on na- 
tionally advertised products and thus 
sought to create the inference that all 
articles listed in the catalogs could be 
bought at wholesale or at substantial 
savings. He found that some well-known 
merchandise could be bought for less 
than the nationally advertised retail sell- 
ing price; but when it came to ‘blind’ 
merchandise—‘let the buyer beware.’ 

“Diamond experts said at an open 
hearing that after all the discounts were 
allowed, most catalog prices on diamonds 
were still higher than the retail prices 
customarily asked for diamonds of the 
quality described. 

“Of course, there can be no legitimate 
complaint about selling merchandise by 
means of catalogs if there is no misrepre- 
sentation or deception. But many large 
employers seem to coddle concerns that 
are interlopers in our distribution sys- 
tem. They allow some one in their em- 
ploy to act as selling agent for these 
interlopers, often without taking due 


83 





precautions to make sure that their em- 
ployes are adequately safeguarded. 

“Even if it does cost more to buy from 
regular retailers—and in the end it does 
not—nurturing interlopers at the expense 
of regular retail merchants would be 
dangerous. It would tend to unsettle 
business and lead to a condition wherein 
the employes of one company would ex- 
pect to buy the products of every other 
company at wholesale. 

“This is an appeal to business men to 
safeguard the distribution system under 
which they are doing business, to protect 
the welfare of their employes, and to 
build up and strengthen the communi- 
ties that comprise the backbone of the 
nation. 

“Will you and your company cooper- 
ate? If you will, please sign the enclosed 
card which merely says that you will not 
permit on your company’s premises the 
catalogs of the type of concerns that 
tend to disrupt our distribution system.” 








In the Field of Advertising 
and Trade Promotion 








“Advertising must above all pay the 
advertiser,” says A. W. Lewin Co., ad- 
vertising agency of Newark, N. J., in its 
current issue of Review, an illustrated 
casebook of advertising successes. The 
book closes on the theme that “even 
against the dramatic news that now 
marches across the printed page and 
cleaves the air, the advertiser with mod- 
est appropriation can still compete.” Ac- 
counts handled by A. W. Lewin Co., 
include Forstner Chain Corp., Krementz 
& Co., Girard-Perregaux & Co., Jabel 
Ring Mfg. Co. and Harry C. Schick, Inc. 


Sales of Toastmaster products in 1938 
were the biggest in the history of the 
McGraw Electric Co., said K. C. Gifford, 
general sales manager of the company’s 
Toastmaster Products Division, who re- 
ported that 1938 was the fifth successive 
year that sales have risen. Leading 
sellers were the new two-slice automatic 
toaster, followed by the Toast ’n’ Jam 
set, the hospitality set and the waffle 
baker. Toastmaster plans for 1939 call 
for continued extensive national adver- 
tising and the same dealer policy. 


“Don’t sell the price tag. Sell her 
‘sterling craftsmanship’; ‘lifetime qual- 
ity, ‘enough silverware for all your 
needs,” says Elmer Wheeler, famous 
author of “Tested Selling Sentences,” in 
the current issue of Idea Exchange, pub- 
lished by International Silver Co. for 
1847 Rogers Bros. dealers. The folder 
includes a number of other selling sug- 
gestions of use to silverware retailers, 
and calls attention to the Silver Theater 
program featuring stage and screen 
stars each Sunday afternoon at six 
o’clock, over Columbia stations. 

* * * 

The new line of “salably styled” Had- 
ley products includes 24 different styles 
of men’s bands, 24 ladies’ bracelets and 
48 waldemar chains. One of the high- 
spots of the 1939 offerings is the new 
Kingman leather strap with an adjust- 
able safety catch that flexes with the 
wrist. The Hadley Co. announced that 
it will support this line with advertising 
in Vogue, Harper’s Bazaar, Esquire, 
Fortune and other magazines, backed up 
by gift booklets, newspaper advertising 
services and traveling loan displays. The 
distributors’ salesmen are now showing 
all of these selling aids in a portfolio. 
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the Jewelers Own Company. 
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We write fire—windstorm—Ex- 
tended Coverage for all in the 
Jewelry Industry. 
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Silver Service for U. S. Cruiser Phoenix 





The accompanying illustration shows the seven-piece sterling tea service presented by the City of 
Phoenix, Ariz., to the commanding officer of the new cruiser U.S.S. Phoenix, which was launched at 


the Philadelphia Navy Yard a short time ago. 


The service was sold by I. Rosenzweig & Sons of Phoenix, and is the Louis XIV pattern of 
Towle Mfg. Co. The coffee pot, which holds three pints is 10% inches high, the teapot eight inches, 
and the kettle, 14 inches. Sugar bowl, cream pitcher, and waste bowl are respectively 614 inches, 5% 


inches, and 3 inches in height. 


The tray upon which the service rests is 30 inches in length. 





| Court Holds Agreement 





| To Replace Stolen Watches 


Violates Insurance Law 


r 


Arsany, N. Y.—The Court of Appeals 
of New York State in a unanimous de- 
cision handed down on Nov. 29, decided 
that the Ollendorf Watch Co., Inc., 20 
W. 47th St., New York City, in selling 
its watches accompanied by an agree- 
ment under which the company agrees 
to replace such watch with a new one of 
like quality and value, provided the first 
watch is lost within one year from the 
date of purchase through burglary or 
robbery in the United States or Canada, 
violates Section 9 of the insurance law. 

The opinion, written by Chief Judge 
Frederick E. Crane, in which all the 
other judges concurred, said in effect 
that the guaranty had nothing whatever 
to do with the sale of the watch or the 
contract of sale; that it was an extran- 
eous inducement to produce sales, and 
the seller would take a chance or a risk 
of theft from his customers, or would 
in effect insure them for a year against 
such risk. 

The opinion drew a parallel between 
watches and real estate, and pointed cut 
that the insurance feature would be very 
obvious if a builder in selling a block 


| of houses agreed to rebuild, repair or 


replace a house if it should burn down 
within a year. 

The contention was made by the re- 
spondents, the Ollendorf Co. and the 


| Travelers Indemnity Co., that the guar- 
| anty was not insurance inasmuch that 


the purchaser of a watch did not have 
to pay a premium, but, the opinion 


| pointed out, the seller insured the risk 


| executive vice-president. 


with an insurance company, and there- 
fore the insurance was by indirection 
instead of by direct act of the purchaser. 


INTERNATIONAL PAYS BONUS 


Mertnen, Conn.—Employees of Inter- 
national Silver Co. were assured an extra 
week’s pay on Dec. 20, according to an 

fe 
announcement made by Roy C. Wilcox, 
The employees 


| were paid Christmas bonuses aggregat- 


| ing $100,000. 


Office employees received 
the equivalent of one week’s pay and 
hourly workers received sums equal to 
payment for 40 hours. 
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KAY ENTERTAINS PEORIANS 


Peorta, Int.— Hundreds of rhythn- 
minded Peorians turned out for the an- 
nual free Christmas dance and party 
staged Dec. 6, by the Kay Jewelry Co. 
at the Inglaterra Ballroom. Ralph Vap- 
lan, manager, was host. 





DROSTEN NAMED TO OFFICE 


Sr. Lovis—The Better Business Bu- 
reau of St. Louis at its annual meeting, 
Nov. 29, at the Noonday Club elected 
eleven trade group directors, including 
W. G. Drosten. 

















Modernize 
Your Store! 


Modernized Store of 
E. J. SCHEER, Inc. 
Rochester, N. Y. 


The 


For better business you need the best 


fitted store in your community. Here 
is our plan. 
Our designer visits your store, makes 


all plans on the premises, quotes prices, 
closes the contract. Pay a small deposit 
down with contract. Pay a_ small 
amount upon installation. Balance in 
monthly installments at 6% _ interest, 
over a period of 18 to 24 months. In- 
terest on balances only. No carrying 
charges. Our customers will recom- 
mend our installations, assure you of 
our reputation. 


Rochester Show Case Works 


Rochester, New York 
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Richberg Sees Chain Store Tax 
Imposing 10% Pay Cut 

Upon All Wage Earners 

| WasHincToN—American wage-earners 
would suffer a 10 per cent pay cut if 
chain stores were taxed out of business, 
Donald Richberg, former NRA adminis- 
trator, charged in a speech recently. 

Mr. Richberg estimated that consumers 
saved one billion dollars last year by 
trading in chain stores. He cited results 
of a survey conducted by the Federal 
Trade Commission which showed that 
food and drug chain store prices were 
from 6 to 1834 per cent lower than inde- 
pendent store prices. 

“Somehow or other poor people are 
the principal victims of reform and 
racketeering,” Mr. Richberg said. “The 
American people evidently like chain 
stores. They like low prices, reliable 
goods, quick and efficient service. But 
whenever millions of people like some- 
thing there always is some crowd of 
reformers or racketeers who want to take 
it away from them.” 

‘A well-organized lobby has been lead- 
ing the fight to destroy the chains, he 
declared. 

“The truth is that behind the anti- 
chain store campaign are not only some 
retail groups blindly fighting to kill com- 
petition, but also a number of business 
organizations that make money in the 
complicated, expensive process of trans- 
ferring goods from the original producer 
to the shelves of the small retailer,’ Mr. 
Richberg stated. 

Five million members of organized 
labor represented at the recent American 
Federation of Labor Convention added 
their protest to the nationwide consumer 
condemnation of this legislation by voting 
opposition to the Patman anti-chain store 
bill because “the American worker knows 
that a dollar saved is just as good as a 
dollar earned.” 





A new, modernistic front has been in- 
stalled at the jewelry store of James 
Paster, 46 S. Pearl St., Albany, N. Y. 





a KUR 37 MAIDEN LANE 
® 9 NEW YORK, N. Y. 
BUY DIRECT FROM IMPORTER 
Continuing the Sale of All Mer- 
chardise Described in the Adver- 
tisement of the Month of December 
at the Same Nominal Prices. 
Introducing now at an Especially 
Low Price until FEBRUARY 10, 
1939, the following Assortment. 





No. 100—Assortment of STEMS for BULOVA 
Watches, 48 Separate Models in a CABINET with 
48 glass bottles and containing the chart described 
below. 2 Dozen of each model. 
48 HALF-DOZEN $6.00 
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Same type of assortme-t for Gruen Watches. 
Shipped C.0.D. or against payment in ad- 





vance. Postage Charged. 
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PLAQUE FOR HEITKEMPER 





The Oregon R.J.A., at its recent Portland 
convention, presented a plaque to Frank A. 
Heitkemper, Portland, in appreciation of his 
association work since its start in 1905. 
Mr. Heitkemper retired last year as president 
of the association, a post he filled with dis- 
tinction for a number of years, and before 
that he long served the organization as secre- 
tary. Carl Greve made the presentation. The 
plaque reads: “Presented to Frank A. Heit- 
kemper in sincere appreciation of his untiring 
efforts, his able guidance and his unselfish de- 
votion which have so greatly contributed to 
the organization, the maintenance and the 
development of our trade association.” 


Court Upholds Tulsa Ordinance 
Regulating Jewelry Auctions 


Tusa, OkLA.—The city ordinance reg- 
ulating jewelry store auctions was upheld 
in District Court here on Nov. 15, when 
the judge voided an order restraining the 
city from enforcing the measure. The in- 
junction had been granted to William 
Goldberg, employee of the Harry Gold- 
berg jewelry store at 417 S. Main Street, 
who declared that no store could abide 
by these regulations and conduct an auc- 
tion. 

The city commission, on complaint of 
the city’s Better Business Bureau, had 
taken legal action against Goldberg on 
the grounds that he failed to comply with 
one provision of the ordinance, in that 
he had not presented a complete inven- 
tory of the merchandise to be sold before 
the auction started. 

This city ordinance is similar to that 
of the auction laws of Georgia and Cali- 
fornia, inasmuch that it requires that an 
inventory be furnished prior to starting 
an auction sale, and, also, that an in- 
ventory be furnished each day and at the 
conclusion of the sale. It is also necessary 
to tag each article with a description 
and price, and to give the name and ad- 
dress of each purchaser with each day’s 
inventory. 


COLUMBUS JEWELERS DINE 


Cotumsus, O.—The first annual din- 
ner of the Columbus Jewelers’ Associa- 
tion, in the Hall of Mirrors at the Desh- 
ler-Wallick Hotel, here, on Nov. 23, was 
attended by about 150 members, em- 
ployees and their families. Each guest 
wore a tag which read: 

When I'm full 

Take me _ home. 

Name 
BO, caus cue 

Ring the bell 

Run like hell. 

Jeffrey Goldsoll, president of Budd & 
Co., is president of the association, and 
Newton King, manager of the Kay 
Jewelry Co., secretary-treasurer. Other 
member firms are Kahns, Morreys, Rog- 
ers and Roy & Co. 
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FINE RINGS 


STAR 
SAPPHIRES 


STAR 
RUBIES 


FINE 
AQUAMARINES 


Superior Gem Co. 


Incorporated 


Cutters & Importers of 
Precious & Semi-Precious Stones 


22 West 48th Street 
New York City 








SIMONS 
THIMBLES 


Made in Sterling Silver— 
10Kt. and 14Kt. Gold 
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SIMONS BROS. CO. 
269 SOUTH 9th STREET 
PHILADELPHIA 
ESTABLISHED 1839 




















MARCASITE JEWELRY 





TRADE K D MARK 


Write for 
Illustrated Catalog 


KIMLER & DANIEL, INC. 


83 Canal St. New York 











Simplified Contracts for 
Business Interruption Insurance 
Now Being Issued 


The fire insurance companies are now 
offering a new, simplified form for pro- 
tecting merchants against loss resulting 
from interruption of business caused by 
destruction or damage by fire occurring 
on premises occupied by the insured. 
This form of contract, labeled “Business 
interruption insurance,” is also widely 
known and frequently referred to as 
“use and occupancy insurance” or “pros- 
pective earnings insurance.” 

In practical application the function 
of Business Interruption Insurance is to 
indemnify the owner of a business against 
a reduction in earnings resulting from 
interruption of business caused by fire. 
Similar protection can be _ obtained 
against loss of anticipated earnings 
caused by other insurable perils such as 
windstorm, explosion, and riot. 

Interrupted earnings often prove more 
costly than direct damage to property 
caused by fire or other insurable peril. 
In the new form the underwriters have 
materially simplified the coverage pro- 
visions, particularly in relation to de- 
termination of the amount of insurance 
necessary for the merchant to be fully 
indemnified. This has been achieved by 
basing the amount of insurance upon a 
percentage of annual gross earnings, 
which are defined as total net sales less 
cost of merchandise sold, plus other 
earnings derived from operation of the 
business. The measure of recovery un- 
der the new form is the reduction in 
“gross earnings” resulting from the in- 
terruption of business less any charges 
and expenses which do not necessarily 
continue during the period of interrup- 
tion. The old distinction between “ordi- 
nary payroll” and “executive payroll” 


has been eliminated. The number of 
“exceptions” and “exclusions” is les- 
sened. 


MANITOWOC CLUBS UNITE 


Mantrowoc, Wis.—The Fox River 
Valley Jewelers Club and the Lake 
Shore Jewelers Club of Manitowoc have 
merged, with the resulting organization 
to be known as the Fox River Valley 
and Lake Shore Jewelers Club. The ac- 
tion was taken at a joint meeting of the 
clubs. 

Officers of the new organization will 
be named in February at an inaugural 
meeting in Oshkosh. E. R. Fuchs, presi- 
dent of the Wisconsin R. J. A., Henry 
Stecker, vice-president of A. N. R. J. A., 
and B. W. Heald, secretary of the Wis- 
consin Watchmakers Association, all of 
Milwaukee, spoke. 





BLOCK IN KENOSHA 


Kenosua, Wis. — Herbert’s, a new 
jewelry store, was opened Dec. 2, by 
Herbert N. Block at 7th Ave. and 58th 
St., here. Block was formerly associated 
with Rudolph’s eastern chain organiza- 
tion, as a store manager, and has been 
in the retail jewelry business for ten 
years. 





SEATTLE JEWELERS ELECT 


SeattLE, Wasu.—Ben Bridge, jeweler 
at 409 Pike St., was elected president of 
the Seattle Jewelers Association, Dec. 8. 
Others elected were: Dwight Benton 
and Louis Friedlander, vice-presidents; 
Hershal Druxman, secretary, and Gus 
Cohen, Jr., treasurer. 
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EXTRA VALUE 
SPECIAL 









SPECIAL NO. J10 — 10/0 
size, Elgin or Waltham Men’s 
Watch in 10K yellow rolled 
gold plate case, stainless steel 
back, curved to fit the wrist, 
complete with leather strap— 


7-jewel, reduced from $7.50 to $6.00 
15-jewel, reduced from $9.50 to $7.50 








Send for our 1938 24-page catalog 
and also our latest bulletin illus. 
trating hundreds of exceptional 
values in high grade reconditioned, 
guaranteed watches. 


Weksler & Goodman, Inc. 


Distributors of Keystone, Star, Belove, 
Master and I.D. Watch Cases 


5 South Wabash Avenue 
Chicago, Il. 


















The Spirit 


of Service 


is sincere and spontaneous 
at the Lexington. You'll find 
it a refreshing innovation 
in a large, modern hotel... 
801 comfortablerooms with 
tub and shower bath, and 
radio from $4.00. 


Visit the Famous 


Susicy Loom 


@ On your next trip to New York 
be sure to see Manhattan's most 
unique rest t. An thentic 
Hawaiian setting, even to a trop- 
ical hurricane. It has “taken the 
town by storm.” Dining and danc- 
ing nightly. 


HOTEL LEXINGTON, 


LEXINGTON AVENUE at 48th STREET 
NEW YORK, N. Y. ; 
Charles E. Rochester, Vice-Pres. and Mar. Dir. 
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I. Roskin Co., Inc., has succeeded 
Bernstein & Roskin, as manufacturers of 
diamonds and wedding rings, at 21 W. 
46th St. 

Mrs. Elma Guest Cokefair, widow of 
the late Isaac W. Cokefair, who at the 
time of his death in 1933, was a vice- 
resident of the International Silver Co., 
died on Dec. 6. 

William W. Kendall, for 40 years a 
designer and foreman for the W. C. Edge 
Jewelry Co., Newark, died Dec. 7, after 
a two years’ illness. 

Julius Kroll, of Kroll Co., diamond 
importers of 580 Fifth Ave., returned 
aboard the Aquitania, Dec. 9, from a 
buying trip to Antwerp and Amsterdam. 

Henry Miller, of Miller & Veit, 630 
Fifth Ave., will sail on the Aquitania, 
Jan. 4, on a purchasing trip to the dia- 
mond markets of Amsterdam and An- 
twerp. 

A. L. Betz, popular manufacturer’s 
representative at 13 Maiden Lane, left 
Jan. 3 to call on the wholesale trade in 
nearby states, with the revamped line of 
Ripley & Gowen jewelry. 

M. Fred Cartoun, vice-president of 
I.ongines-Wittnauer Watch Co., sailed 
Dec. 26, aboard the Normandie, on a 
six-weeks’ trip to the Longines factory 
at St. Imier, Switzerland. 

The International Clock and Novelty 
Co. has started business in Suite 1001, at 
15 W. 38th St., featuring glass and 
specializing in glass clocks. W. Cowling 
is president and J. Ofrias, sales mana- 
ger. 

The sympathy of the trade was ex- 
tended to F. H. Dillingham, manager of 
the New York office of F. H. Noble & 
Co., on the sudden death of his son, 
Frederic J. Dillingham, 39, Nov. 30, in 
Chicago. 

Mr. and Mrs. Paul Sacks of Metro- 
Sacks Co., 763 8th Ave., celebrated their 
25th wedding anniversary on New 
Year’s Eve at the Ritz-Carlton Hotel in 
Atlantic City. They will be at home 
Sunday, Jan. 8. 

Ross Donaldson returned to his New 
York office at 13 Maiden Lane, after 
Christmas from the Le Stage Mfg. Co. 
factory at North Attleboro, Mass., 
where he received his new line, prepara- 
tory to going on the road. 

The Metropolitan Credit Co., Irving 
Sacks, proprietor, formerly at 100 W. 
42nd St., has taken larger quarters on 
the 11th floor at 100 Fifth Ave., where 
the credit business in jewelry, clothing, 
radios, appliances, ete., will be contin- 
ued. 

The annual dinner meeting of the 
Brotherhood of Traveling Jewelers, at 
which officers for the ensuing year will 
be named, will be held on Saturday night, 
Jan, 7, at the New York Athletic Club. 
Harry Bedan now holds the office of 
president. 

Henry M. Abrams, manufacturers’ 
representative at 727 W. 7th St., San 
Francisco, expects to be in New York 
this month. Mr. Abrams is mourning 
the loss of his wife, Mae Elsie Abrams, 
who died on Nov. 5. She was buried 
at Glendale, Cal. 

Charles J. Tonry, 13 Maiden Lane, 
spent the last couple of weeks arranging 
the 1989 line of A. Micallef & Co., 
Providence, in maize and maroon trays, 
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which are now being shown on the road. 
Mr. Tonry predicts a big year for stone- 
set link bracelets and cameo brooches 
and lockets. 

Roy S. Schindell, 67, jeweler at 9 
Maiden Lane, suffered a heart attack at 
the breakfast table and died Dec. 20, at 
his Newark, N. J., home. Before start- 
ing his own business, Mr. Schindell had 
been associated with Phelps & Perry, 
Maiden Lane retailers. He was a 
brother-in-law of A. L. Woodland, 15 
Maiden Lane. 

The Jewelry Designers Guild, with 
headquarters at 74 W. 46th St. will 
hold its sixth annual dinner and dance, 
Thursday night, Jan. 12, at 6.30 o’clock 
at the Paradise Club, Broadway at 49th 
St. Officers of this organization are T. 
Deibel, president; Charles Williams, 
vice-president; William Shearwood, sec- 
retary, and Hugo Frenzke, treasurer. 

The entire American and Canadian 
sales force, consisting of 23 salesmen, 
will gather for the winter sales meeting 
in the home office of the Longines-Witt- 
nauer Watch Co., 6 W. Forty-eighth St., 
during the entire week of Jan. 16. The 





sales budget, which has been prepared, | 
calls for a general increase for this year. | 


A stiff schedule of sales conferences will | 


be interspersed with entertainment. 
Benjamin J. Banks, in the downtown 
jewelry trade for 40 years, died Dec. 8, 
at his Port Chester, N. Y. home, at the 
age of 69. For the last eight years he 
conducted his own retail store at 1 Wall 
St., prior to which he was vice-president 
and manager of the downtown jewelry 
store of the Betteridge Corp., 2 Wall St., 
which has since gone out of business. 


Mrs. Banks, a son and daughter, survive. | 


The business is being continued. 

Louis Henry Achilles, secretary of 
Benedict Bros., old retail jewelry firm at 
168 Fulton St., which closed its doors 
at the end of December, died, Sunday, 
Dec. 11, at his home at West New 
Brighton, S. I., from the effects of leu- 
kemia. Despite his 78 years, he came 
to business every day. He entered the 
firm in 1903 and became secretary in 
1933. His wife, who died in 1923, was a 
daughter of Read Benedict, a founder of 
Benedict Bros. 

Athos D. Leveridge, diamond importer 
and diamond gauge inventor, 607 Fifth 
Ave., was “honeymooning” with Mrs. 
I.everidge in Southern waters for the 
nine-day holiday period, following their 
silver wedding anniversary, Dec. 21. The 
Leveridges were accompanied on_ the 
cruise, aboard the Aquitania, by their 
son, Don R. Leveridge, who is associated 
with his father, and their eldest son, Leo 
Leveridge, fourth-year medical student 
at McGill University, Montreal, Can. 

William L. Ward, a partner and in 
charge of the diamond department of 
the well-known old firm of N. H. White 
& Co., American watch wholesalers at 
21 Maiden Lane, until 1934, when the 
business was discontinued, died Nov. 26, 
at the Newark Presbyterian Hospital, 
after a long illness. Mr. Ward had been 
living at the Marcus L. Ward Home- 
stead, Maplewood, N. J., since 1933, He 
had been a member of the Union League 
Club of New York. Two daughters sur- 
vive. 

The M. Fred Hirsch Co., silversmiths 
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VARNISTARS 


Perfect Five-Pointed Stars 
Individually cut and beautifully 


faceted from the finest quality 
clear white Genuine Crystal. 


STEPHEN VARNI CO. 
580 Fifth Ave. New York 














IMPORTERS - CUTTERS - POLISHERS H 
Precious, Semi-Precious Stones 








87 Nassau St. N.Y. BArclay 7-7245 











CREDIT FORMS 


INSTALMENT CONTRACTS, 
S.J. Surnamer Co., 370-7th Av. N.Y. 


etc. 


















ENCRUSTERS 

STONE RINGS ENGRAVED 

@ CRESTS e@ DRILLERS 

@ COATS-OF-ARMS e@ GEM CUTTERS 

e@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 

108 Fulton St. New York, N. Y. 











Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 
S. NATHAN & CO., Ine. 


71-73 Nassau Street, New York 


Orders for Jobbing Stones and La 


Work Carefully and Promptly Fit 








Diamonds 
and 
Diamond Mounted Jewelry 
WHITELAW BROTHERS 


Diamond Importers and Cutters 
48 West 48th St. New York City 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


Lis. Chrislic ¢ Fe 


65 NASSAU STREET NEW YOR# 











**JADE”’ 
“The Gem Of Ages” 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we cap 
fill your every requirement. 


CHINESE GEMS CO. 


20 West 47th St. New York 























EACH PIECE A WORK OF ART 
G. WENZ 


48 West 48th St. New York City 


Antique Rings, Bracelets, Clip and 
Flower Broaches 
Enamel Work a Specialty 














7 PATENT YOUR IDEA 


send a Sketch or Model 0 
of your invention for (A 


CONFIDENTIAL 
ADVICE [a 
FREE SPRUs0t! SEEN T ATTORNE! 


. S. Pat. Off. records searched 
ANY {invention or Trade Mark 























48 WEST 48TH ST. 








[JE | RECE 


SELF-WINDING 
WATERPROOF WATCHES 
NEW YORK 














RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 
Send fer Catalog Illustrating 
Our New Improved Line 


18 Crawford St. Newark, N. J. 











ANTIQUE JEWELRY 
PRECIOUS STONES 
WILLIAM C. BOYAJIAN, Inc. 
IMPORTERS 

6 W. 48th St. New York City 





BRIDESMAID 
N ™ 
DMIES 
‘<dire a Ab 


STERLING 


72K STREET - BOSTON. MASS 











CULTURED PEARLS 


One of the Finest and Least Epensive Lines 
Ask for Samples 


ZIRCONS - STAR SAPPHIRES 


CROWN PEARL & GEM, INC. 
580 Fifth Ave. New York, N. Y. 











High Grade 
JEWELS-STEMS-MAINSPRINGS 
for Swiss and American 
Cosmopolitan Watch Material 
Importing Co. 


87 Massau St. New York, WN. Y. 


Ceaneoc 


~~ 











of Jersey City, N. J., last month opened 
beautiful new salesrooms in suites 501-2, 
at 358 Fifth Ave. Those in charge will 
be Jules G. Bick, who has been with the 
firm for 20 years, who will continue to 
visit the South and the West, and Carl 
K. Klein, who has also been representing 
the firm in the New York area for the 
past ten years. Alan E. Fisher, Pacific 
Coast representative, will take the San 
Francisco office to Los Angeles about 
Jan. 1. 


On Dec. 26, a large number of jewelers 
set up special Elgin traveling displays 
to tie in with the New York World’s 
Fair “Dawn of a New Day” celebration 
on New Year’s Eve. The celebration 
included a fireworks display and ice carni- 
val at the Fair site, “Dawn of a New 
Day” parties in hotels, theaters and 
restaurants and nation-wide broadcast 
of events. The Elgin World’s Fair dis- 
plays, which were used throughout great- 
er New York until Jan. 3, featured the 
Elgin Observatory exhibit building, as 
well as the World’s Fair scene of trylon 
and perisphere. 

Adolph Pusrin, for many years active 
in the interests of many Jewish charities 
has been busy in the last several months 
collecting funds for the relief of the 
oppressed Jews overseas, in his capacity 
as chairman of several benevolences. 
The sum of $2,500 was collected at the 
November meeting of the New York 
Jewelers Benevolence Association after 
a plea by Mr. Pusrin. Since Dec. 1, the 


| Downtown Jewelers Division of the 
American Jewish Joint Distribution 
Committee, which he also heads, has 


been soliciting the downtown and East 
Side jewelers. Joseph Feinstein, 125 
Canal St., is co-chairman of this group. 
Another of his interests is the Hebrew 
Immigrant Sheltering Association. 





‘Bonded’ Jewelers, Philadelphia, 
Ordered by F.T.C. to Change 
Name and Other Practices 


Wasuincton—An order barring mis- 
leading representations in the sale of 
rings, watches and other jewelry has 
been entered by the Federal Trade Com- 
mission against Edward W. Bullock, 328 
Chestnut Street, Philadelphia, trading as 
Bonded Jewelers of America, and against 
Gladys Johnston, associated with Bul- 
lock in the business. 

The respondents are directed to cease 
representing, through use of the trade 
name “Bonded Jewelers of America,” or 
other words of similar import, that their 
business is bonded, when such is not a 
fact, and to cease advertising that they 
manufacture the products they sell, un- 
less and until they actually own or con- 
trol a plant for this purpose. 

They are also ordered to stop describ- 
ing rings as being “finished with white 
gold,” unless such products are so fin- 
ished, and to discontinue using the word 
“free” to designate merchandise forming 
a part of a combination offer unless all 
the terms and conditions of the offer are 
clearly and unequivocally stated and 
there is no deception as to price, quality 
or any other feature of the items in- 
cluded in such offer. 

MeEapvitte, Pa. — Robert E. Stone, 
junior member of the firm of Wood & 
Stone, retail jewelers, has ‘purchased 
the interests’ of his deceased partner, 
Vernon L. Wood, and will continue the 
27-year-old business under his own 
name. 
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OCTOBER IMPORTS 





Article Number 
Watches and watch Value 
movements ....... 370,151 
WaAlCN HAPS cikccccs vies ee sone eee 
Clocks and _= clock . 
movements ....... 2,483 
— 8,096 
Rough, uncut ..... 13,335 869,333 
Cut, uneet ....... 33,407 1 4 
Pearie— ; 819,138 
REE. Abie icleces “earece’ 
Other precious and 38,637 
semi-precious 
“ ——— : 

OUR, WNCUE 6.6.6 kee 10,413 
I POMINOE «aie ccs © Karon 127° 
Imitation stones ex- 27,140 

cept opaque ...... ..... 197,976 
Imitation, opaque, in- 
cluding imitation 
POATIS . 2c ccsesess  secse 1,101 
Marcasites .......... «2.6. 16,024 
Sterling tableware ....... 2,977 
Silver-plated table- 
ROMO aR oSetA AR ane aan 14,124 
PLATINUM PRICES 
Dec. 27, 1938 
ED > aha riig d's so Rinteee aie bisieie ie Si siesbieis4.sivs ¥ 4.6 $34.00 
Containing 5% iridium .............. 35.25 
Containing 10% iridium .............. 36.50 
OS a a eee er ee 60.00 
SID. a8 co atagi diane scaratm oeaumae dees © ale we 24.25 
SILVER BARS 
Spot Official 
London New York 
December 6 .....s0c008. 20% 42% 
DeNEE TS occwcwsesecs 2045 42% 
ee | ae ee 20% 42% 
Dye gee lla a Se Holiday 42% 


MILLER UPS SALARIES 10% 
Detroit, Micu.—Square Deal Miller, 
jewelers, recently advanced salaries of 
all employees 10 per cent, according to 
announcement by the firm. 


<a meme 








GOOD MAINSPRINGS 


Are important factors in the operation of 
your repair department. The best watch- 
maker is handicapped if using inferior 
mainsprings. 


SANDSTEEL 
CROSSCURVED 
MAINSPRINGS 


Make Satisfied Customers 
Their Power Lasts 


Patented. Made in U. S. A. by 


WATCH-MOTOR 
MAINSPRING CO., INC. 
145 Hudson St. New York City 


Demand them of your Jobber 








GraFF, WASHBOURNE & DUNN 


SILVERSMITHS 
AND 


EccLesIASTICAL Meta, Work 


142 WEST 14th STREET 
NEW YORK 











The Mail Order Supply House 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR PRICE LIST C 


DEAN COMPANY 





| 87 NASSAU ST. 


NEW YORK, N. Y. 
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Wolfsheim & Sachs Move 
To New, Larger Showrooms 


Wolfsheim & Sachs, Inc., manufactur- 
ers of jewelry boxes and displays, this 
month opened new and enlarged show- 
rooms, occupying the entire third floor 
of the building at 20 W. 47th St., New 
York. The new showrooms are more 
than five times as large as Wolfsheim & 
Sachs’ previous showrooms on the first 
floor of the same building. 

These quarters, it is claimed, are the 
finest of the sort in the country for 
viewing jewelry boxes and displays. They 
are handsomely appointed in every de- 
tail and reflect the modern vogue in 
decorative art. 

Among the many innovations to be 
seen within their new display salon is a 
complete model jewelry store, set up 
within the showroom itself, permitting 
the solution of display problems amid 
natural surroundings. Increased office 
space and more complete service facili- 
ties will permit a more rapid and thor- 
ough attention to be directed to the 
needs of the jewelry industry. 

Wolfsheim & Sachs expressed an invi- 
tation to jewelers to visit the firm’s new 
headquarters whenever they are in New 
York. 





Holds Loss-Leaders 
Still Illegal in New Jersey 


Jersey Ciry, N. J.—Pending a Su- 
preme Court ruling on New Jersey’s 
Fair Sales Act, barring loss-leader sell- 
ing, an effort is being made to gain 
enforcement of the act. 

The campaign is being made by the 
Retail Grocers’ Association of New Jer- 
sey, which organization describes a 
Hackensack Judicial Court decision hold- 
ing the law unconstitutional to be a 
“decision remarkable for its blind dis- 
regard of the facts.” Competent coun- 
sel, the association said, have informed 
it that loss-leader selling is still an of- 





DTN ES 
REF! 


WRITE FOR 
REVISED 
bored PRICE LIST 


A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 
116 NASSAU ST. NEW YORK, N. Y 















STORE OWNERS—SAVE MONEY! 
New, simple, automatic accounting system shows 
you how to keep your books efficiently—includes 
complete forms for 1 year. Provides for all 
Federal, State and City taxes such as sales, 
franchise, gross business and social security 
taxes. Only $5 by mail, C.0.D. or send $4.50 
for prepaid shipment. Money refunded if not 


satisfactory. 
ORDER TODAY! 


ACCOUNTING SYSTEMS & FORMS CO. 
302 Broadway — New York City 








Season's Greetings from the 
ROSENBERG MFG. CO. 


Manufacturers & Importers 
132 NASSAU ST. NEW YORK CITY 


Complete line of Screw Drivers 
Watchmakers Loupes—Fiole Blowers 
Oilers—Material trays, etc. 














ALL AMERICAN MADE 
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fense in New Jersey and that violators 
can and will be prosecuted. 


Metropolitan R. J. A. 
Elects Henry Astor President 


Henry Astor was elected to the presi- 
dency of the Metropolitan R. J. A., at 
the November meeting, held at the Hotel 
Commodore, New York, succeeding Hy- 
man Goldschmidt who has served faith- 
fully in the office for the past five years. 
Mr. Astor, who is familiar with the 
work of his office, through three years’ 
previous service from 1931 to 1934, says 
the principal aim of his administration 
will be to work with the Jewelers Fn- 
forcement Committee in acquainting the 
public with the evils of scores of “cat- 
alogue” houses now engaged in jewelry 
selling in the metropolis. Mr. Astor’s 
retail store is at 1512 3rd Ave. 

The other officers, who have been re- 
tained for another year, are: Harry 
Goodman, vice-president; Richard 
Meiser, secretary; Abe Wolf, treasurer, 
and Sam Horowitz, financial secretary. 
Regular meetings are held the fourth 
Thursday of every month. 








Smoke and Water 
Damage Passaic Store 


Passaic, N. J. — Bush & Walsh, Inc., 
jewelry firm, was one of the nine retail 
establishments damaged by a mysterious 
fire early on Sunday morning, Dec. 4. 
Ten firemen were injured in the blaze 
which caused a loss estimated at $125,000. 

The Bush & Walsh store suffered 
from smoke and the cellar which had 
been well-stocked with Christmas mer- 
chandise was flooded with seven feet of 
water. Everyone went to work with a 
vengeance and the store was open for 
operations the following Saturday, al- 
though the personnel had to wear over- 


coats and hats because the heating sys- | 


tem was out of commission. 


BOY, PAGE MR. AESOP! 


A big mongrel dog came trotting 
down the sidewalk of a Babylon, N. Y., 
street, late one night recently, and the 
policeman on the corner stopped to 
watch him pass. All of a sudden the 
policeman saw the brute wheel around, 
lower his head, and, growling fearsome- 
ly, plunge headlong into another fierce 
“dog.” It was only when the plate glass 
of Weitzner’s Jewelry Store window 
came clattering down over his ears that 
the dog suddenly realized that he had 
been betrayed by his own eyes, and 
turned tail and went yipping off. The 
weary jeweler, wakened by the crash, 
came down, boarded up the window, and, 
philosophically, went back to bed. 





WALLACE PROMOTES DORSEY 


Wa .uincrorp, Conn. — The Wallace 
Silversmiths announce the appointment 
of Don Dorsey as field manager of their 
plated flatware division. Mr. Dorsey 
has been associated with R. Wallace & 
Sons Mfg. Co. since 1937, having pre- 
viously held a similar position with In- 
ternational’s Holmes & Edwards division. 

He is well known to the plated flat- 
ware buyers of the country on a coast 
to coast network and his many friends 
will be glad to learn of this new appoint- 
ment. 
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WM. HERTEL & CO., Inc. 


Silversmiths & Platers 


GOLD 
and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NE 


Removing of Engravings 





(Before) 
(After) 


17 W. 45th St. 
New York City 


“Over 20 years at the 
same address” 

















BUY YOUR 


CUCKOO CLOCKS 
AND PARTS 


DIRECT FROM THE IMPORTER 
FRANK KAUFFMANN 
1485 THIRD AVE., NEW YORK 











Specializing Traveling and Boudeir Clocks 
Also complete Leather Case Service 


110 West 40th St. s New York 





To all 


MANUFACTURING JEWELERS! 


You are invited to investigate 


The Maxwell System “Service” 


EXCLUSIVE MODELS boyy 
PRECISION MOULDS —s CHARM. 
PERFECTION CASTING SRaceieTs 


All Transactions Handled in Strict Confidence 


Maxwell System 


BRyant 9-5631. 
22 W. 48th St., NEW YORK CITY. 











THEODORE MERKT 


Smelter and Refiner of 
all precious Metals 


PLATINUM - GOLD - SILVER 





64 Fulton St. New York, N. Y. 
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MOUNTINGS 
OF RECOGNIZED MERIT 


FuLMER & GIBBONS, INC. 
1{7 So. 10TH St. PHILADELPHIA 








ELGIN & BELMAR 


—_##I—_ iia 


LOUIS SICKLES 


1015 Chestnut St., Philadelphia, Pa. 
: “Wholesale Distributorstothe Trade” 














Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 
805 Sansom Street Philadelphia 


BYARD F. BROGAN 








NATIONAL 
WATCH REPAIRING CO. 


Rendering Prompt and Efficient Service to 
a Discriminating Clientele all over U. S. 


727 Sansom St. Philadelphia, Pa. 














EMPIRE 


SMELTING & REFINING CO.) 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD — SILVER — PLATINUM 


713 SANSOM ST. 


PHILADELPHIA 








BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 

= Engravers, Jewelers 
Write for free book ‘Your Future and Our Schoel.” 
JOHN J. BOWMAN. Director 
Bowman Bidg., Lancaster, Pa. 











ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 


WESTCLOX PRODUCTS 
MT. VERNON—Amer. Watches 
Repair Dept. Supplies 
From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 
(Batisfactory service for 42 years) 








CREATORS OF ARTISTIC 
HAND-MADE 
{RIDIUM PLATINUM MOUNTINGS 


F.X ZIRNKILTON 2!4,2,!27481, 


PHILADELPHI 


Z'RNKILTON 











Theodore Beck, 70, widely-known 
jeweler, died at his home in Highland 
Park, Dec. 12, following an illness of 
three years. 

The engagement of Golda Wellens, of 
Isaac Shifren & Sons, 734 Sansom St., 
to Adolph Rosenstreich, of Philadelphia, 
was announced last month. 

Ben Nemirofsky, of 129 S. 8th St., 


the Queen Mary for the diamond markets 








of Antwerp. He is expected to return 
in six or eight weeks. 

Plans are to be made in January for 
a resumption of bowling tournaments 
among leading Philadelphia retail jewel- 
ry stores. Several firms in the city 
formed teams and competed with one 
another last year. 

Theft of a tray of diamond rings 
valued at $3,100 was reported over the 
week-end of Dec. 17 by the House of 
Milner, 728 Sansom St. Attaches of the 
company said the tray “disappeared 
mysteriously” and that no explanation as 
to its loss was able to be found. 

S. Kind & Sons, Broad and Chestnut 
Sts., last month became the first jewelry 
store in Philadelphia to install an “in- 
visible” show window, new type glass 
windows that eliminate reflections. The 
six-ft. west window of the newly-erected 
store front also became the largest win- 
dow of its type yet erected in the city. 

Jacob Beifeld, of 135 S. 8th St. was 
injured Dec. 1, when he was struck by 
an automobile as he crossed 8th St., 
in front of his store. Mr. Beifeld was 
taken to the Jefferson Hospital for first 
aid treatment of cuts and bruises and 
then taken to his home. He returned to 
business later last month after a week’s 
rest. 

A. R. Juliano, formerly located at 
2144 S. Broad St., last month opened 


| new quarters at 2102 S. Broad St., mov- 


| jewelry and gift wares. 





ing into an English-type store combining 
In line with 
his expansion policy, Mr. Juliano added 
to the items to be carried regularly in 
stock and increased his roster of em- 
ployees by two more full-time salesmen. 

Morris Rabinowitz. vice-president of 
the Sansom Street Young Men’s Business 
Association, left Dec. 5, for St. Peters- 
burg, Fla., to take charge of the watch 
repair department of a St. Petersburg 
store. He was associated with his father 
in the firm of J. Rabinowitz & Sons, 
130 S. Eighth St. His place in the store 
has been taken by a brother, David, 
formerly representing his father in 
Atlantic City. 

A wedding of more than usual interest 
to Philadelphia’s Maiden Lane will be 
held Jan. 25 when George A. Ward, of 
the John M. J. Costello jewelry firm, 
731 Sansom St., and Miss Jean B. Wald- 
ron, niece of Mr. Costello, will be mar- 
ried in St. Bridget’s Church, Falls of 
Schuylkill. Miss Mary Jane Schueler, 
niece of the bride-to-be, will be maid of 
honor and Thomas Phillips, of the Cos- 
tello firm, will be best man. The bride 


| will be given in marriage by Mr. Costello, 


a former president of the Sansom Street 
Business Men’s Association. 
Philadelphia jewelers were among 
business men who last month voiced 
vigorous objection to a proposal to in- 
crease the city’s two per cent sales tax 
to three per cent in an effort to meet 
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sailed Dec. 16, from New York aboard. 





part of an impending $26,000,000 deficit 
between 1939 budgetary needs and esti- 
mated income. Put into effect last March 
1 for a stipulated period of one car 
only, the two per cent levy already has 
had a retarding effect on retail sales in 
the city, the jewelers pointed out, while 
other business men agreed a three per 
cent impost would have a more disas. 
trous effect. 

Following the Christmas rush, Fred J. 
Cooper, jeweler of 113 S. 12th St., this 
month will resume his practice of lec. 
turing before women’s clubs on historic] 
and other interesting aspects of jewelry 
and silver. He will give his lecture, 
“The History of Sterling Silver,” for the 
130th time Jan. 9, before the Women’s 
Club of Woodbury, N. J. Jan. 4, he 
will speak before the Germantown Wo- 
men’s Club on “The Antiquity of Jew- 
elry”; Jan. 12, Junior Women’s Club of 
Frankford, “Romance of the Diamond.” 
and Jan. 20, Warrington Junior Wo- 
men’s Club, Neshaminy, Pa., “Romance 
of the Diamond.” 

Employe-hours worked in the jewelry 
manufacturing industry in Pennsylvania 
increased during November by 1.4 per 
cent over October, 1938, the Federal 
Reserve Bank of Philadelphia reported 
last month. At the same time, the total 
payroll in the jewelry and novelty in- 
dustry in the Commonwealth increased 
2.2 per cent from October to November. 
The number of employes, however, 
showed a decrease of 1.5 per cent, the 
bank said. The November, 1938. jewelry 
manufacturing index was placed at 
141.6 per cent of the 1923-25 average. 
Jewelry payrolls, the bank also reported, 
continued to be about 20 per cent below 
those for the corresponding period last 
vear. 

More than 200 jewelers in Philadel- 
phia subscribed a total of $8,500, or 
$1,000 over their $7,500 quota, in the 
Allied Jewish Appeal during November, 
Philip Kind, chairman of the jewelers’ 
drive committee, announced last month. 
Mr. Kind, president of S. Kind & Sons, 
Broad and Chestnut Sts., directed the 
campaign during the entire month of 
November. Following the drive he was 
host to members of his campaign team 
at a dinner in the Kind residence, Lenox 
Road, Jenkintown, Nov. 30. Among 
jewelers present were Herman Barr, 
Henry Herbst, Michael Simon, David 
Gersch, Josef Milner, Alex Lopatin, 
Michael Dubrow and Frank Himelfarb. 
Harry Shinwell, secretary of the Chest- 
nut Street Association, showed colored 
moving pictures of his recent trip 
through the West. An additional $63 
was subscribed to the fund by Mr. Kind 
and Mr. Himelfarb, following the dinner. 





Appiteton, W1s.—Clarence A. Schaif, 
formerly in business at 1181, E. College 
Ave., here, has opened a new jewelry 
store at 618 W. College Ave. 











Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


{ Broad and Somerset Streets 
3 PHILADELPHIA, PA. 
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PROVIDENCE 


The Manufacturers Supply Co. has 
moved from 72 Elm St. to 174 Chestnut 

St., where quarters are larger. 

Willard C. Haskell, engaged in the 
iewelry engraving business for the past 
28 years in Providence, died Nov. 28 at 
his home in Auburn, Re ik 

P. A. Willemin, jewelry findings manu- 
facturer, has moved from the Fitzgerald 
building in Providence to new, larger 
quarters at 145 Summer St. 

Frank C. Miller, 63, retired jewelry 
manufacturer of North Attleboro and 
Providence, died at his home in Narra- 
gansett, R. I., following a long illness. 

Sinclair Weeks, president of Reed & 
Barton Corp., Taunton silverware manu- 
facturers, has been elected vice-president 
of the National Association of Manu- 
facturers. 

The Radium Jewelry Co., Providence 
manufacturers of gold jewelry, has 
moved from its old location at 38 Friend- 
ship St. to new, larger quarters at 195 
Eddy St. 

More than 850 employes of the Outlet 
Co., Providence department store, at- 
tended the annual Christmas masquerade 
of the Outlet Beneficial Employes’ Asso- 
ciation held on Dec. 1. 

Payrolls in the Rhode Island jewelry 
and silverware industry during Novem- 
ber were reported at $1,256,487, a decline 
of 5.9 per cent from the preceding month 
and a drop of 4.8 per cent from Novem- 
ber, 1937. 

The newly incorporated Sherlin Mfg. 
Co, of Pawtucket, will, among other 
items, engage in the business of metal 
stamping and novelties. Incorporators 
were Mary A. Conaty, Israel H. Press 
and Alice E. Weigand. 

Charles E. Moore, formerly associated 
in the manufacture of jewelry with the 
firm of Moore Bros., Attleboro, died at 
his home in that city on November 28 
after a short illness. His widow and 
two sons survive him. 

George C. Rueckert, president and 
treasurer of the Rueckert Mfg. Co., and 
a lifelong resident of Providence, died at 
his home, 32 Boylston Ave., Dec. 11. He 
was in the jewelry supply business for 
nearly a half century. 

The California Artificial Flower Com- 
pany has been incorporated in Provi- 
dence, for the manufacture of artificial 
flowers and novelties, by William E. 
McCabe, Edith H. Smith and Mary M. 
Kearns, all of Providence. 

Isaac Franklin Foster, 87, former 
manufacturing jeweler, died Dec. 20 fol- 
lowing an operation. Mr. Foster, at one 
time was superintendent of the Theodore 
W. Foster & Bros. Co., being associated 
in that enterprise with his brother, 
Theodore. 

A stamper employed by L. G. Balfour 
Co. was arrested Dec. 16 on charges of 
thefts from the gold stocks in the shop. 
He admitted stealing gold and sterling 
silver stock to the value of $2000 during 
the past four years and was given a six- 
months’ deferred sentence. 

L. G. Balfour Co., Attleboro, makers 
of fraternal and other jewelry, held a 
Christmas party for its employes the 
night of Dec. 22. More than 500 at- 
tended the party and enjoyed the danc- 
ing to the tunes of two orchestras. A 
chicken pie supper was served. 

William G. Thurber, of Tilden-Thurber 
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Corp., Providence retail jewelers, planned 


to spend the Christmas holidays with his | 


family in Galveston, ‘Tex. Mrs. Thurber 
and her son, Tracy, are spending the 
winter in Texas. The younger Mr. 
Thurber is enrolled at Lovenberg School. 
Another son, William, attends the Uni- 
versity of Texas, in Austin. 

Miss Beatrice Beaulac, an employe 
of Swank Products Co., Attleboro, was 
slightly burned during a fire on the 
second floor of the plant Dec. 1. Con- 
siderable damage was done by water 
which seeped through the tool room in 
the floor below, but plant superintendent 
Carlton Bagnall announced that there 
would be no interruption of production. 

The meeting of the Metal Finding 
Manufacturers Association, held Dec. 7, 
took the form of a luncheon. Eleven 
members participated in a discussion of 
reduction of insurance rates through 
elimination of accidents in the findings 
makers’ factories, proposed by Arthur 
Leach, of Leach & Anthony, Providence. 
The new wage and hour regulations were 
also discussed. 

Emerson Jewelry Mfg. Co. has begun 





operations at 144 Pine St., where it has | 


a completely equipped plant for the | 


manufacture of costume and gold filled 
jewelry. 
and Jules P. Goldsmith, formerly of 
Louis Stern Co., Providence, is vice- 
president and general manager. The firm 
is represented in San Francisco by Al- 
fred Rasmussen, 126 Post St.; in Chicago 


Joseph S. Skoog is president, | 


by F. E. Spiller, 29 East Madison St., | 


and in New York City by Sidney Ash. 


Boston Group Acquires 
Frank M. Whiting Co. 


NortH 
ment was made Dec. 19 that the Frank 
M. Whiting Co., one of the oldest silver 
manufacturing concerns in the country, 
has been sold to a group headed by 
Boston men. 

The plant was sold by the Whiting 
heirs to a corporation of which Walter 


Henry Philkrantz, of Boston, is presi- | 
with | 


dent and treasurer. Associated 
Mr. Philkrantz are William Coolidge, 
Boston attorney, Allen A. Gordon, North 


Attelboro, and Charles Francis Adams, | 


Boston, son of the former Secretary of 
the Navy. 
The Whiting Co. had a national repu- 


tation in the marketing of heavy lines | 
of silverware of the more expensive type | 


and, while the working force has been 


small in recent years, it is the hope of | 
the new owners that the concern will be | 
restored to its former position in the | 


industry and that employment will be 
lifted. 


The factory, located in the Whiting | 


Building on Broad St., is being re- 
modeled, equipment repaired and new 
machinery installed. Harry Malimowski, 
superintendent under the old owners, 


Att Lesoro, Mass.—Announce- | 





| 


will retain that position under the new | 


set-up. 


BIRGE TO WARREN TELECHRON 
AsHLAND, Mass.—Henry E. Warren, 


president of Warren Telechron Co., last | 


month announced the appointment of 


John Birge as advertising manager. Mr. 
Birge formerly was advertising manager | 
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of the General Electric Home Bureau. 
William H. King, Jr., who has been 
identified with the department for the 
last nine years, will be assistant adver- 
tising manager. 

Torrincron, Conn.—The family of the 
late Louis Tunick, who died Sept. 28, 
is continuing the 38-year-old retail 
jewelry business. 
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REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. §. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 








MASSACHUSETTS 


| SCHOOL OF OPTOMETRY 


Four-Year Day Course 
For further information address: 


Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 





os 
Summetalie 
(Karat Gold on Sterling) 
and STERLING SILVER 
REAL STONE JEWELRY 


Sold direct to retailers 


W. E. RICHARDS CO. 


ATTLEBORO, MASS 








ANCHESTER 
SILVER COMPANY 
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| 250 Sterling Charms ta tlt 
WELLS MFG. CO., ATTLEBORO, MASS. 
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THE DIAMOND “E” 


For 42 years your mark 
of dependability. 


It has become a symbol of personal 
friendships—of unfailing sincerity 
and a genuine desire to be of ser- 
vice at all times. 











BALTIMORE, MD. 
6 @ 
INTRODUCING OUR NEW 


EASTON SIDE-VIEW 


STRAP WATCH 








FULLY GUARANTEED 
* 





IMPORTED & DISTRIBUTED BY 


U. S. JEWELRY CO. 


WHOLESALE JEWELERS 
DIAMONDS - WATCHES - JEWELRY 
BALTIMORE & LIBERTY STS. 
BALTIMORE, MD. 





FOR PROMPT, EFFICIENT SERVICE 
KAPLAN ENGR. & MFG. CO. 


BALTIMORE & LIBERTY STS. 
BALTIMORE, MD. 


MFG. JEWELERS DIAMOND SETTERS 
ENGRAVERS 


SCHULTZ STERLING 


offers 
Holiowware at Better Prices. Repro- 
ductions As You Want Them. Plating 
As It Should Be Done. 


A. G. SCHULTZ COMPANY 


423 E. Lombard St. Baltimore, Md. 























A. Biller, of Henderson, N. C., has 
organized the Biller Jewelry Co. and 
opened a new store at Burlington, N. C. 

S. Rosenwiesen has opened a jewelry 
store with a watch repairing department 
at 103 St. Charles St., New Orleans, La. 

E. W. Black, whose jewelry store at 
605 Market St., Knoxville, Tenn., was 
damaged by fire, has opened a new store 
at 304 W. Clinch Ave. 


Aubrey Gordon has announced a ser-- 


vice for the retail jewelry trade on 
manufacturing, repairing, diamond set- 
ting, engraving and designing, at 81 
Madison Bldg., Memphis, Tenn. 

Ninety-eight per cent of the members 
of Guild 1, of the Tennessee Watch- 
makers & Jewelers Association, were re- 
ported in favor of the proposed watch- 
maker licensing law, at a meeting, Dec. 6. 

Among jewelers who visited Baltimore 
during the last week were Mr. and Mrs. 
J. E. Clifford, of Westminster, Md.; 
George F. Becker, Jr., of Hagerstown, 
Md., and J. S. Krieger, of Chestertown, 
Md. 

Gordons Jewelers & Opticians have 
opened a new store at 930 Canal St., 
New Orleans, La. The store will be 
managed by A. A. Kunstler, with Dr. 
W. K. Hunter in charge of the optom- 
etry department. M. M. Gordon is presi- 
dent of the firm. 

Joseph Hertz, who is engaged in the 
retail trade in Washington, D. C., as the 
Progressive Jewelry Co., has moved into 
a new location at 516 F. St, N. W., 
which has been fitted up to present a 
handsome appearance. 

William Wright, an official of Galt & 
Co., of Washington, conducted by the 
widely known Washington firm to mem- 
bers of which the widow of President 
Woodrow Wilson is related, has recov- 
ered from an illness and is again giving 
attention to the patrons of this house. 

Plans for the 26th Christmas of the 
Duval Jewelry Co., of Jacksonville, Fla., 
were made at a dinner, Nov. 28, at the 
Seminole Hotel. A. O. Jenkins, owner 
and founder; C. L. Wells, general man- 
ager, and H. E. Willingham, advertising 
manager, discussed the holiday program. 

Arthur M. Love, 48, foreman of the 
engraving department of the Stieff Co., 
Baltimore, died suddenly Dec. 7. Mr. 
Love was taken ill at the plant as he 
prepared to leave for home, and was 
pronounced dead on his arrival at the 
Union Memorial Hospital. 

When Bernard Waxman, salesman for 
a jewelry store, returned to his auto- 
mobile, which he had parked on the 
evening of Dec. 14 on Lexington St. near 
Futaw, in Baltimore, he found that 
thieves had forced a window of the car 
and stolen watches and other jewelry of 
a value of $87.25. 

In line with an expansion program of 
the Williams Jewelry Co., of Macon, Ga., 
founded in 1883, Robert G. Quinlan has 
been elected vice-president and general 
manager, and Paul E. Tyner, connected 
with a Macon bank for 20 years, secre- 
tary-treasurer. Mrs. J. Percy Williams 
remains president. 

Harold S. Levison, Savannah, barely 
nosed out his brother, Sidney H. Levison, 
of the same store, to take first prize in 
a sales and collection contest staged for 
over 100 salesmen employed in the var- 
ious stores of Friedmans’ Jewelers in 
Georgia and South Carolina. J. L. Ken- 
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nerly, of the Columbia, S. C. store, won 
third place. 

The Retail Jewelers’ Association of 
Baltimore, which has been inactive for 
some months, plans to meet in the second 
week of January. One of the topics for 
discussion is a proposed Federal bill to 
tax luxuries. The Baltimore retailers 
are of course opposed to such a tax, 
Various other problems await action, 
The president of the association is H, J, 
Schwarz, head of the H. J. Schwarz Co, 
Inc., of 3314 Eastern Ave. The member- 
ship of about 80 includes practically ali 
retailers in the city. 

When the firm of Hugo O. Huebner & 
Son recently remodeled and reconditioned 
its store at 926 Light St., Baltimore, 
workmen found in the lock on one of 
the doors a silver five cent piece of the 
date of 1854. Even allowing for the fact 
that the coin might have been minted 
years before it disappeared in the me- 
chanism of the lock, it must have been 
there a long time. The building had 
been occupied as a jewelry store for 85 
years. H.O. Huebner & Son have given 
the establishment an attractive, modern 
appearance. Roland Huebner, of the 
firm, who had been ill, has recovered 
sufficiently to give attention to business 
again. 

Three prominent Baltimore jewelers 
who had been on the sick list for some 
time are back again at their stores. One 
of them, S. Frank Pearson, president of 
the James R. Armiger Co., 310 N. 
Charles St., puts in only a few hours a 
day, to be sure, but shows much im- 
provement and his many friends hope he 
will continue his gains. Charles Howard 
Millikin, of Hennegen-Bates Co., 301 N. 
Charles St., declares he feels as well as 
ever, and can be found looking after 
customers all day. Mr. Millikin is presi- 
dent of the Maryland-Delaware-District 
of Columbia Jewelers’ Association, which 
will hold its annual meeting in Balti- 
more next May. The third of the con- 
valescents, S. Judson Mealy, also has 
about got back to his former condi- 
tion and holds forth in his accustomed 
place behind the counter at 331 N. 
Charles St. 


Yule Sales in Baltimore 
Best in Several Years 


Ba.timore—Jewelers of this city and 
environs feel that they have reason to 
take a more comfortable and contented 
view of the holiday season this year than 
for some time past. They admit that up 
to Thanksgiving Day there was little 
in the business situation that might have 
afforded satisfaction, but almost over- 
night an improvement set in and since 
then they have had a very brisk trade, 
with the aggregate ahead of a number 
of previous years for the period. The 
change came very suddenly, and there 
appears to be no way of accounting for 
the spurt. Wholesalers say that one 
result of, the unexpected reversal in 
conditions was inability on the part of 
the manufacturers to supply goods in 
adequate volume, and more or less pro- 
tracted waits became the rule rather 
than the exception. The buying did not 
take any specific direction, with all man- 
ner of goods suitable for the holiday 
season in demand, and as a consequence 
much buoyancy of sentiment prevails. 
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William C. Donnelly, 
69, Dies in Baltimore 

Battimore, Mp.—A_ widely-known fig- 
ure in jewelry and horological circles 
passed Saturday, Dec. 3, when death 
claimed William C. Donnelly, chairman 
of the examining board of the Horo- 
logical Institute of America, and chair- 





Chief H. I. A. Examiner 


man of the watch inspectors committee 
of the American National Retail Jewel- 
ers Association. 

Mr. Donnelly was responsible for 
keeping trains on time for the Baltimore 
and Ohio Railroad, as head of the road’s 
time service since July 1, 1922. He 
made his headquarters at the Mount 
Royal Station where he kept the master 
clocks on time. Before joining the rail- 
road he served for 20 years as head of 
the watch and clock department of the 
J. §. MacDonald Jewelry Co., here. 

Mr. Donnelly, who was 69 years old, 
died at Sinai Hospital, after a brief 
illness. He had been in impaired health 
for several years. 

He is survived by Mrs. Donnelly, a 
son and two daughters. He was affiliated 
with a number of Masonic organizations 
and was a member of the B. & O. Glee 
Club. 


Independents Wage War 
On Chain Stores 


NasHvitte, Tenn.—An organized fight 
on chain stores is being waged by inde- 
pendent merchants of Nashville and 
Middle Tennessee. An _ organization, 
known as the Tennessee Independent 
Merchants Association, has been formed 
and a $5,000 war fund has been pledged. 
The group will support the Patman 
anti-chain bill before Congress in Janu- 
ary and will sponsor similar legislation 
in the Tennessee State Legislature which 
meets in January. S. George Cochran, 
past president of the Tennessee Watch- 
maker and Jewelers Association, assisted 
in the organization as a representative 
of retail jewelers of Middle Tennessee. 
Similar organizations are being formed 
in East and West Tennessee. 








ROBBERY EPIDEMIC IN EL PASO 


Ext Paso, Tex. — Feder’s Jewelers, 
Mesa Ave. and Texas St., were among 
several stores to suffer from window 
smashings, when on Dec. 5, more than 
100 fine watches were stolen. It was the 
second robbery of a similar nature suf- 
fered by the store in a period of seven 
weeks 
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GEM GUILD AT RICHMOND 


Ricumonp, Va.—John F. Kohler, 2nd, 
president of the newly-organized Rich- 
mond Guild of the American Gem Society, 
has announced that the second meeting 
will be held this month. 

Attending the organizing meeting were 
S. A. Martin and J. R. Martin, of Farm- 
ville; Mark Holt and Charles Lauter- 
back, of Petersburg; Raymond Paul, 
Stanley Paul, A. J. Miller and Frank 
Ford, of Norfolk; Carl Faulconer and 
Harry George, of Charlottesville; George 
Barkley, of Newport News; H. N. Clou- 
tier, of Waynesboro; R. A. Burton, Jr., 
Roy Shealor, Charles Schwarzschild, 
Charles S. Stoler and Mr. Kohler, of 
Richmond. 

Charles Lauterback was elected secre- 
tary. Directors are George Barkley, 
Charles S. Stoler and Raymond Paul. 





WICHITA FALLS LOOT $2,808 


Wicuira Faris, Tex.—Burglars who 
cut a hole in the roof of the store of the 
City Jewelry Co., 713 Eighth St., here, 
entered the store sometime between 
5 a.m., Sunday, Dec. 4, and 7 a.m., Dec. 
5, and stole assorted jewelry valued at 
$2,808. 

Formal opening of the newly-re- 
modeled store of the Edenfield Jewelry 
Co., Jacksonville, Fla., was held on Dec. 
12. W. W. Edenfield, founder of the 
company, started business with $15 in 
cash. He has been located in Jackson- 
ville for the past 12 years and recently 
opened a second Edenfield jewelry store 
in Winter Haven, Fla., in charge of his 
brother, J. C. Edenfield. 





The entire stock of Koch’s Jewelry 
Store, 35 Whitaker St., Savannah, Ga., 
is to be sold to settle the estate of the 
late Joseph H. Koch. This will mark 
the end of one of Savannah’s oldest re- 
tail jewelry establishments. The firm 
had been in continuous operation for a 
period of more than 50 years. 


Macon A. Brock, prominent Rome, 
Ga., retail jeweler, was recently elected 
president of the Rome Retail Merchants’ 
Association. Mr. Brock is president of 
the Georgia R.J.A., and is a past vice- 
president and past secretary of the or- 
ganization. 





The Letter Jewelry Co., Tampa, Fla.. 
has been chartered here with 100 shares 
of stock of no par value. H. C. 
Vaughan, D. H. Jackson and E. E. 
Lindgreen are directors. 

Ned Cohen’s Jewel Box will move into 
new and larger quarters at Elm and 
Sycamore Streets, Greensboro, N. C., 
Jan. 15. Approximately $15,000 will be 
expended on remodeling the quarters. 





SAMUEL N. REYNER 


Samuel N. Reyner, 45, died recently, 
in his Columbia, S. C., store, after a 
heart attack. A native of Philadelphia, 
he was a resident of Columbia for 23 
years, and had served as chairman of 
the membership committee of the Colum- 
bia Merchants’ Association since its in- 
ception. 
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Nose 


The Baltimore Rose is 
a true rose design, not 
in name only. Com- 
pare weights, sizes and 
prices. 

We make odd pieces 
and special work , 
made to order. Es 


The 
SCHOFIELD 
COMPANY 


Silversmiths 


Established 
1871 


331 Charles St. 
BALTIMORE 
MARYLAND 


KeounNar 
“telbuale 
feweclers- 


104-106 WEST 
FAYETTE STREET 


BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY”’ 


ESTABLISHED 1885 


ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
@ JEWELRY ® 


5 HOPKINS PLACE, BALTIMORE, MD 














SIMPLE SOLDERING 
BOTH HARD AND SOFT 
By Edward Thatcher 


This simply written 76 page book is 
packed with valuable and practical infor- 
mation for the worker in gold and silver. 
Describes and illustrates the methods and 
tools successfully used in soldering. 


Price 75 Cents Postpaid 
(Cloth Bound) 
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NEWALL 
“Quality Findings” © 











The Newall Mfg. Co. - Chicago 





Sucomparable 


BECKER-HECKMAN CO. 


29 E. Madison St. CHICAGO, ILL. 
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An Opportunity That Means 
MONEY in your POCKET! 


Limited number of ambitious young 
men invited to learn watchmaking 
at famous college 
Expert watchmakers are in demand! They j 
can hold fine-salaried positions with jewel- 
ers or build up businesses of their own. 
Enroll at ELGIN, under the auspices of 
the Elgin National Watch Company. 


Study includes actual shop routine under 
competent instructors. 
Get full 
Dept. G-3. 


ELGIN WATCHMAKERS COLLEGE 





Moderate tuition. 


information now by writing 





E. L. Schmidt, Registrar 


~_— 


Elgin, Iu. 














if you want a Complete Catalog of 


® FULLERS FINDINGS 


to assist and enable you to 
ORDER FROM YOUR JOBBER 


Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, III. 
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SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 








CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


5 Seuth Wabash Ave. Chicago, IIl. 














Send Glass Sizes for Estimate 
Designs and Materiais - No ODligation 


CAMDEN ARTCRAFT CO. 160 N.Wells St. 


CHICAGO. ILL 





Royal Jewelers, credit jewelers located 
at 1317 Milwaukee Ave., have opened a 
second store at 4051 Milwaukee Ave. 

William Lambrecht, Jr., of Wm. Lam- 
brecht & Son, 1958 Milwaukee Ave., is 
spending an after-Christmas vacation at 
Hot Springs, accompanied by Mrs. 
Lambrecht. 

George Gunther 62, watchmaker, died 
suddenly the night of Dec. 12. He was- 
apparently well when he retired and was 
found dead when his wife went to call 
him in the morning. 

E. M. Lindsey, who was associated 
with his brother N. A. Lindsey in the 
Lindsey Jewelry Store, Columbia, Mo., 
has severed his connection with this store 
and is now located in Chillicothe, Mo., 
operating as the Lindsey Jewelry Co. 

William Gibson of Cole & Young Co., 
president of the National Association of 
Credit Jewelers, left late in December 
for a vacation in Florida. He was ac- 
companied by Mrs. Gibson and _ his 
brother and wife. 

Philip Hatowski, 70, for nearly 50 
years a retail jeweler in Chicago, died 
at the home of his daughter, here, Dec. 9. 
He began business on Canal St. in 1889, 
and continued until about 12 years ago 
when he retired and moved to Tucson, 
Ariz., on account of his health. He re- 
turned to Chicago a year ago. Mr. Ha- 
towski is survived by his widow, five 
sons and two daughters. 

It is believed that the change in insur- 
ance rates for Chicago, effective Dec. 1, 
will encourage the purchase and wearing 
of diamond jewelry. The reduction on 
jewelry floater policies is larger in the 
lower brackets, the companies claiming 
the losses in these brackets are lower. 
The rate for $5,000 was changed from 
$2.50 to $2.10; up to $10,000, from $1.75 
to $1.50. In higher brackets, the average 
reduction is about 10 per cent. 

A call business session of the mem- 
bers of the Golden Roosters of Chicago 
was held in the rooms of the Jewelers 
Club the night of Dec. 14, when officers 
for the coming year were elected. Allen 
Pinero, Le Stage Mfg. Co., was elected 
chanticleer, and Jack Casey, National 
Jeweler, and Leland Fay, Benj. Allen 
& Co., were re-elected scratcher and 
keeper-of-the-nest egg. They will be in- 
stalled at the annual dinner dance party 
in February. 

Four bandits pushed their way into his 
car when Roy Jovien, representing Emil 
Braude & Sons Co., halted his automo- 
bile at Ogden and Albany Avenues for a 
red light on Nov. 21, while calling on 
Chicago retail jewelers. With guns drawn, 
they forced him to enter their machine, 
into which they also placed his sample 
cases, while one of them drove away in 
Jovien’s car. A few blocks away they 
pushed Jovien from their car and sped 
away. The loss is estimated at about 
$7,500. 

William A. Kaufman, president of A. 
Hirsch & Co., watch distributors, died 
suddenly at his home, 1319 E 52nd St. 
Apparently in good health, Mr. Kaufman 
had attended Thanksgiving services that 
morning and expired soon after return- 
ing home. Mr. Kaufman was born in 
Chicago, Apr. 19, 1884, and entered the 
jewelry business early in life. About 
20 years ago he joined the A. Hirsch & 
Co., and had been president for the 
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past 12 years. He is survived by his 
widow, Sara K., a daughter, Mrs. John 
Hess, and a son,. William A., Jr., who 
became associated with the company 
after graduating from college last 
spring. 

Bernard J. Hagamann, of 5519 Prince. 
ton Ave., south side jeweler, died Dee, 9 
following an operation. He had been at 
business until the Wednesday before he 
died. Born in Chicago, Feb. 16, 1864, 
at the age of 14 he began to learn the 
jewelry and watchmaking trade. He en. 
tered into business for himself 47 years 
ago, later moving the business to 6904 
Wentworth Ave. Mr. Hagamann had 
been an active member of the Illinois 
R. J. A. for the past 22 years, and was 
president of the association for three 
years. Both he and Mrs. Hagamann 
were regular visitors to the conven- 
tions of A.N.R.J.A., Indiana and other 
states. Both Mr. and Mrs. Hagamann 
have been active in the American Legion 
for the past ten years with the Raymond 
J. Hagamann Post No. 495, which was 
named in memory of their son, Ray- 
mond, who was killed in France during 
the World War. 

Otney, Inn. — W. Henderson May, 
formerly of Springfield, Ill., where he 
was employed in the Illinois watch fac- 
tory, has opened a jewelry store and 
watch repairing service at 305 E. Main 
St., here. 








PEARLS FIT FOR A QUEEN . . 


From the South Seas and the 
Orient, Cultured Pearls in Neck- 
laces and Jewelry of all kinds. |. 


Imperial Pearl Syndicate 


/ 607 Fifth Ave. New York 
5 No. Wabash Ave. Chicago 











“The only clock of its kind in the world” 


Kat-Ktox 


Trade Mark Reg. U. S. Pat. Office 


THE CALENDAR CLOCK 
TELLS THE TIME—GIVES THE DATE 


Manufactured Under Patents 
No. 102,573—Dec. 29, 1936 
No. 2,098,302—Ner. 9, 1937 
No. 110,489—July 12, 1938 


For Information Write Inventor 


JOS. C. MORRIS 


39 S. STATE ST. CHICAGO, ILL. 























DIAMOND CUTTING 


Re-Cutting Price List—Special 
Y% and % Carat $5| % and % Carat $9 
% and 4 Carat 7| % and 1 Carat 10 
Removing Chips $1.50 to $3.00 
Estimates Furnished 
Memo selection of diamonds on request. 


Stein & Ellbogen Company 
Diamond Cutters and Importers 
55 East Washington St., Chicago, Ill. 
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| 5 So. Wabash Ave. 


F.T.C. Issues Complaint 
Against Chicago Firm 
in “Count the Dot” Contest 


Wasuinoton — Alleging violation of 
the Federal Trade Commission Act in the 
sale of promotion plans to retail wer- 
chants, the FTC has issued a complaint 
against the Silver Service Corp., 58 E. 
Washington St., Chicago, and Edwin I. 
Gordon, its president. 

Entering into contracts with such 
merchants, the company, it is alleged, 
agrees to furnish them with advertising 
mats and other supplies to be used in 
conducting a “Count the Dot” sale. The 
merchant allegedly is instructed by the 
company to represent that on a certain 
dav merchandise, described in an adver- 
tisement, will be given free to the person 
whose apppoximation is closest to the 
actual number of dots in an advertised 
picture puzzle, and further to represent 
that a specified number of persons sub- 
mitting answers most nearly correct will 
receive vouchers or checks redeemable 
in merchandise. 

The complaint alleges that such credit 
vouchers or checks are indiscriminately 
distributed without regard to the solu- 
tion submitted by contestants and are 
used solely to entice customers. 

Acting under direction and advice of 
the company, it is alleged that retail 
merchants procure certain silver-plated 
articles which, upon instruction of the 
respondents, are falsely represented to 
be of higher value than the real worth 
thereof; such increase amounting to 
approximately the purported value of 
the credit vouchers. 

These alleged false and fictitious val- 
ues are widely advertised and such pub- 
lication misleads customers into the 
false belief that by purchasing the mer- 
chandise so advertised they can save 
money, according to the complaint. 





Perry, lowa—C. B. Gibson has opened 
a Lew jewelry store with watch repair 
service at 1018 Second St., here. 





ANNOUNCING 





WATCHES 


New in name, but the quality and 
accuracy is backed by years of ex- 
perience in the watch field. 


After carefully selecting a move- 
ment -of definite quality, we have 
added style, and every watch is 
cased and electrically timed under 
strictest supervision in our Chicago 
shops, guaranteeing accuracy. 


Handsome, distinctive boxes, styled 
individually for men and women. 


A request on your letterhead will 
bring full particulars on hew you 
may secure a Phalor Watch fran- 
chise for your city. Write at once. 


/PHALOR WATCH Co. 


Paul Rosenberg, Mgr. 
Chicago 
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Arthur C. Hentschel, 
Milwaukee, Dies at 59 


Mitwavker, Wis.—Arthur C. Hent- 
schel, one of Wisconsin’s most promi- 
nent jewelers, died Dec. 10, after an 
illness of several weeks, at the age of 
59. 

The most recent of Mr. Hentschel’s 
many interests in behalf of the jewelry 
trade was watchmaker-licensing, for 
which he was one of the prime movers 
in Wisconsin. He was a member of the 





Arthur C. Hentschel 


Wisconsin Board of Examiners in 
Watchmaking, being one of the original 
appointees of Governor LaFollette. His 
address at the last convention of the 
American National Retail Jewelers’ As- 
sociation, in which he gave a review of 
the background and the operation of 
watchmaker-licensing in Wisconsin, was 
outstanding. 

He was earnest in his efforts to ad- 
vance the good of the jewelry trade and 
gave lavishly of his time and effort to 
its cause. He was in former years presi- 
dent of the Milwaukee District Jewelers 
Guild, for ten years president of the 
Wisconsin R. J. A. and at the time of 
his death was vice-president of the Na- 
tional Jewelers Mutual Fire Insurance 
Co. and a member of Mayor Daniel W. 
Hoan’s advisory council. His counsel in 
deliberations was most valuable at A. N. 
R. J. A. conventions which he attended 
in the last several years as official dele- 
gate of the Wisconsin R. J. A. 

His two stores are at 2101 W. North 
Ave., and 4711 W. Lisbon 
city. 
son, Arthur C., Jr., who was associated 











Ave., this | 
His survivors are his widow, one | 


with him in business, and a daughter, | 


Mrs. A. F. Loose. 


Indiana R.J.A. Backs 
Hoosier Watchmaker Licensing 


InpIANAPotis, Inp.—The Indianapolis 
R. J. A., newly-incorporated, has an- 
nounced its support of the watchmaker 
licensing legislation proposed and spon- 
sored by the Watchmakers Association 
of Indiana, Inc. The proposed law is 
similar to that of the Wisconsin licensing 
law, with certain minor changes. Michi- 
gan, Ohio and Illinois, which border on 
Indiana, are likely to pass such legisla- 
tion. 

An auction sale bill, identical or simi- 
lar to one defeated at the last session 
of the Legislature by a strong “anti- 


lobby,” will be introduced again at the | 


coming session. 


Wicurra, Kan. — Woods, 


Inc., has | 


established a new jewelry store here | 


with C. A. Watt as manager. 
95 











WHERE TO BUY | 





WATCH DIALS 
REFINISHED || 


RESTORING | 


Beauly G bfficienty 


ESSENTIAL TO THE MODERN WATCH 


W’41-1 co -1i4 <M)! ame) -]-) 


Hayworth Bidg., Chicago, Ill. 


Alien Bidg. 315 W. Sth St. 

Dallas, Texas Les Angeles, Calif. 
ene Se. Seabeard Bids. 

ttsburgh, Pa. Seattle, Wash. 


220 Bagley Av., Detroit 








Protects silver from tarnish. 
Easily applied, harmless, not a lacquer. 
Approved by Good Housekeeping Institute 
Send for sample. 

Welmaid Manufacturing Corporation, 

Dept. 6—5852 Broadway, Ch 








McRAE & SHAW 
168 N. Michigan Ave. 
CHICAGO, ILL. 


Originators of 


“THE OLD TATTLER" RADIO PROGRAM 
“EXCLUSIVELY FOR JEWELERS” 








WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO, 
612 METROPOLITAN BLDG. 




















DETROIT, MICH. 
ffcme WATCH CO. 
S S.WABASH AVE. CHICAGOILL. 
USED WATCH “% 
mi 
MATERIALS z 
o 
Ti 
USED MOVEMENTS 1 o 
Good Condition  ~] 
Good Dials 
0-Size Elgin, Waltham 2 oO 
73, $2.00 —‘15J, $3.00 > 
i $1 73 ing "go.78 PRICE od 
Ht 22 9 cS | ew oes 
16" ize Open’ ace | NEW MATERIALS 
18 size Htg. Elg., Wal. | Wheels, pinions, gy 
J, 75¢—153, $1.25 pallet forks, etc. 


=~ 


8 size O.F. Elg., 4 
7J, $1.25 —15J, $1.75 
6 size Elg., Wal., 
73, 75¢ — 153, 
6% L rect. 
63, $2.00 —15J, $2.50 
10% tL. 63, - 
153, $i. 


for all watches. 
: Send sample of 
$1.25 | what you want! AN 
or 6% oval | Guaranteed! Remit 
only if satisfactory. 





75¢ 
25 
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GRAU & HUBER 


Manufacturing Jewelers 
Diamond Setting 
Special Order Work 
Watch and Jewelry Repairing 
Engraving and Carving 
Of All Kinds 
Founded 1918 


416 CLARK BUILDING 
PITTSBURGH, PA. 
Telephone: ATlantie 1465 











HEEREN & CO. 


SPECIAL ORDER WORK 


GOLD & SILVER 


PLATING 
JEWELRY REPAIRING 


New Location 


603 Manufacturers Bidg. 
530 Duquesne Way, Pittsburgh, Pa. 








JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


405 Clark Bldg., Pittsburgh, Pa. ATlantic 2336 








DIAMOND SETTING 
JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 
all orders. 


TRIANGLE 
JEWELRY MFG.CO. 


602 Clark Bido.. Pittsburgh. Pa. At. 7723 








WANT TO BUY 


Paul Revere, Hampton Court, Patrician, Adams, 
Vintage, Queen Anne and other discontinued Silver- 
plate and Sterling patterns for cash at 50% of retail 
Price. We sell discontinued patterns at 75% retail 
price—write us. 


SILVER STATE EXCHANGE 
695 


Box Colorado Springs, Colo. 











GEM-STONES 


By G. F. Herbert Smith 
An Interesting Authoritative Book 


Comprising 40 chapters and many 

diagrams, plates and tables by an 

outstanding authority. Over 300 
pages. Price $3.00. 


THE JEWELERS’ CIRCULAR- 
KEYSTONE 
239 W. 39th St., New York 
Chestnut & 56th Sts., Phila., Pa. 














Word comes from C. Glenn Sipe at 
Clearwater Beach, Fla., that he is greatly 
improved in health. Mrs. Sipe joined 
him over the holidays. 

John M. Roberts, III, of John M. 
Roberts & Son Co., reports that Christ- 
mas business was about on a par with 
1937. Scores of extra clerks were pressed 
into service. 


Herbert I. Kosland, of Buffalo, who 


passed away Dec. 4, had many friends 
here among the trade. He was one of 
the executive heads of the Electric City 
Box Co. 

Word was received in Pittsburgh of 
the death of Wallace Wilson of George 
T. Wilson’s Son, Meadville, Pa., on 
Dec. 16. He had recently undergone an 
operation and was suddenly struck down 
with a heart attack. His widow, sur- 
vives. 

Saul Binstock, who formerly operated 
a jewelry store in the Oakland district 
of the city, has sold out to Sam Binstock, 
the latter having formerly been in busi- 
ness with I. Binstock, 1911 Center Ave. 
Saul Binstock has opened a new jewelry 
store in Indiana. 

Buyers at the offices of M. A. Mead 
& Co., Clark Building, were treated to 
hot turkey sandwiches and coffee on the 
two Sundays preceding Christmas, due 
to the thoughtfulness of Herman Auer- 
bach, local manager. And most ship- 
ments contained a certain extra package, 
not on the shipping memorandum. 

J. Harvey Wattles of Washington, 
D. C., president of W. W. Wattles & 
Sons Co., 517 Wood St., retailers, came 
on for the holidays to help out with the 
Christmas rush. A. W. Hepler, Jr., 
son of A. W. Hepler, secretary of W. 
W. Wattles & Sons Co., who is a senior 
at the Princeton Theological Seminary, 
was also here for the holidays. 

The retail business ended in a blaze 
of glory just prior to the holidays but 
the general consensus was that the vol- 
ume did not equal the Christmas trade 
of 1937, due, no doubt, to lack of demand 
for higher-priced merchandise. Watches, 
lockets, vanities, and medium-priced 
wares were in demand. The outlook for 
1939 is reassuring. 

Christmas trade with the Hardy & 
Hayes Co., 527 Wood St., was consider- 
ably ahead of last year according to 
President Paul S. Hardy, who attributed 
brisk business to a well-planned adver- 
tising program in local newspapers. Half 
and quarter pages, as well as smaller 
spaces, were used, the plates being pre- 
pared so that the products appeared in 
reverse. 

Most of the wholesale jewelry houses 
kept open on Sundays during December 
in order to serve out-of-town jewelers 
who found it necessary to come here to 
make last-minute purchases. Unfortu- 
nately, most of the retail jewelers failed 
to stock up early last Fall, due, no doubt, 
to the fact that many of them were 
caught the end of the previous year 
with large inventories when business 
went into a tail-spin. 

Out-of-town jewelers swarmed into 
Pittsburgh several weeks preceding 
Christmas in order to make last-minute 
purchases from wholesale houses, among 
them: R. M. Brown, Morgantown, W. 
Va.; J. M. Kurtz and Bernard Posner, 
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Connellsville, Pa.; M. Posner, Mt. Pleas. 
ant, Pa.; Max Zeidman, Wheeling, W 
Va.; Charles Mann, Beaver Falls, Pa. 
Walter Jeffries, Frostburg, Md.; Charles 
Teper, Clairton, Pa.; William Teper ang 
S. A. Meyer, Washington, Pa.; S. Kirk. 
patrick Butler, Pa.; Louis Broude, Hart 
Jewelry Store, Steubenville, Ohio; F. 
Tresise, Tarentum, Pa.; Aaron Blank. 
feld, Du Bois, Pa.; Ben Pinsky, Bel}. 
aire, Ohio; R. C. Shanton, George Spies 
and George Richbloom, all of Steuben- 
ville, Ohio. 





Westclox Display Contest 
Winners Announced 


The first prize of $50 in the jewel 
division of the annual Westclox W. 
display contest has been awarded to 
Benjamin & Co., Wellston, Ohio, for its 
straightforward presentation of the 
Westclox line. The Maxwell Jewelry 
Co., St. Joseph, Mo., won the second 
prize of $25 for its display which harked 
back to the old days, with a historical 
presentation on a march of time theme, 
The third prize was taken by Plank & 
Co., Davenport, Iowa. 

The other eight prize winners follow in 
order: E. Hertzberg Jewelry Co., San 
Antonio, Tex.; E. W. DeLawter, Ander- 
son, Ind.; Paul J. Clay, Reading, Pa.; 
B. D. Klahr, Middletown, Pa.; Sowers’ 
Jewelry. Streator, Ill.; Stewart’s Jewelry 
Store, Hope, Ark.; J. Svoboda, Detroit, 
Mich., and H. S. McLean, Rock Rapids, 
Towa. 

Members of the Merchandising Asso- 
ciation of National Advertisers of New 
York City, served as judges. 





Credit Selling and Collections 
Are Analyzed in U. S. Review 


An interesting little book analyzing 
trends in installment selling and collec- 
tions on both installment and open ac- 
counts in various lines of retailing has. 
just been issued by the United States 
Department of Commerce. The jewelry 
trade comes in for considerable atten- 
tion, one section of the book being devoted’ 
exclusively to this field. 

Jewelers who wish to keep abreast of 
current credit and collection tendencies. 
and policies will find this publication il- 
luminating, particularly as it makes pos- 
sible a comparison of practices in jewelry. 
with those in other retail fields. 

The book is entitled “Retail Credit 
Survey” and may be obtained by address- 
ing the Superintendent of Documents, 
Washington, D. C., and inclosing 20 
cents. 


CAREY FOR AUTOPOINT 


Autopoint Co.’s new territorial repre- 
sentative is John C. Carey, Harrisburg, 
Pa., formerly the head of an office sup- 
ply and stationery organization in the 
East, with years of experience in the spe- 
cialty field. He is now Autopoint’s dis- 
trict sales manager for New York State, 
except Metropolitan New York City and 
eastern Pennsylvania, except Philadelphia. 
He will have jurisdiction over Autopoint 
sales in these states, both resale and good- 
will advertising. 
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Seven American Airlines’ flagship captains, who have flown over a million miles apiece, over 

10,000 hours flying time each, are presented with specially-inscribed Bulova watches by Capt. 

George McCabe, chief pilot for American Airlines at Newark Airport, in recognition of their 
outstanding work. 


Jewelers 24 Karat Club 
flects Daniel Price 
President for the New Year 


The Jewelers 24 Karat Club of New 
York elected as president for 1939 Daniel 
Price, of William S. Hedges & Co., dia- 
mond importers, 20 W. 47th St., New 
York, at the annual meeting the after- 
noon of Dec. 28 in the clubroom at 608 
5th Ave., in Manhattan. 

Other officers for the new year are 
Albert E. Levy, of England, Klein & 
Levy, Inc., manufacturing jewelers, 242 
W. 55th St., vice-president; Lee Reich- 





Daniel Price 


man, reelected treasurer, and Alan L. 
Brown, of Alpheus L. Brown, American 
watch wholesalers, 15 Maiden Lane, sec- 
retary, succeeding Knowlton D. Read, 
who resigned from that office. 

Directors were named as follows for 
the coming year: Gustav H. Niemeyer, 
Walter N. Kahn, Charles W. Sommer, 
Jacob Mehrlust, Clifford F. Lamont, 
Sigmund Cohn, W. W. Schwab and Otto 
D. Wormser. 

In his annual address, Retiring Presi- 
dent Wormser reviewed the club’s social 
successes during the past year, including 
the banquet, the beefsteak dinner and the 
outing, and paid tribute to the commit- 
tees in charge of these thoroughly en- 
joyed events. During his term of office, 
Mr. Wormser represented the club at 
banquets held by Chicago, Boston and 
Providence jewelers’ associations as well 
as at the A.N.R.J.A. banquet. 

G. H. Niemeyer, year after year suc- 
cessful as chairman of the club’s annual 
banquets, announced that plans are near- 
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ly completed for this year’s big event at 
the Waldorf-Astoria Jan 14. Reports 
were read by the retiring secretary, and 
by the treasurer, Mr. Reichman, who 
showed that the club’s finances are in 
excellent shape. 

Elected to membership were M. Stain, 
Clarence M. Dunbar, Robert W. Schick, 
and John L. Corbett. The resignations of 
Lester Russell and Edwin H. Dean were 
received with regret. 


F.T.C. Issues Orders 
To Two Massachusetts Watch 
Firms, Trading as “Gold Standard” 


An order to cease and desist from cer- 
tain unfair methods of competition in the 
sale of watches and other jewelry has 
been entered by the Federal Trade Com- 
mission against two Massachusetts com- 
panies and Peter Turchon, president of 
both. The respondent companies are 
Bradley Boston, Inc., of Newton, and 
National Watch Co., of Waltham, each 
trading as Gold Standard Watch Co. 

The order prohibits the respondents 
from representing that watches which 
are not lever set and equipped with 
micrometers, and which do not contain 
19 or more jewels properly placed so as 
to insure accuracy and eliminate fric- 
tion, are “railroad” or “engineer” 
watches. 

Under the order the respondents also 
are required to cease representing or 
designating watches or other articles de- 
livered to purchasers of rings or other 
merchandise as “free” or as “included 
free of extra charge,” until and unless 
the conditions under which the watches 
or other merchandise are delivered to 
purchasers are stated in immediate con- 
nection with the terms “free” or “in- 
cluded free of extra charge,” in words, 
letters and figures of equal conspicuous- 
ness, and there is no deception as to the 
price, quality, character or any other fea- 
ture of any of the items included in the 
offer. 








Busch Picketing Reopens 
As Temporary Injunction 
Ends; Hearing Set for Jan. 3 


The injunction against picketing of the 
Busch Jewelry Co. stores expired at mid- 
night on Dec. 28, and members of two 
striking C.I.0. unions announced that 
picketing would be resumed at once. 

Two “silent” pickets were to march 
outside each of the twelve stores oper- 
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ated by the Busch company and its af- 
filate, Klark Klothes, Inc. 

All picketing activities in front of the 
Busch stores were prohibited by Supreme 
Court Justice Salvatore A. Cotillo in an 
injunction issued on June 28 for a six- 
month period. Attorneys for the com- 
panies sought an extension of the writ 
last month, but Justice Cotillo postponed 
argument on their motion until Jan. 3. 

Walter Chalaire, counsel for the com- 
panies, said that he regarded the an- 
nouncement that picketing would be re- 
sumed as “regrettable” from the point 
of view of the unions as well as of the 
employers. 

“We have been negotiating with the 
strikers for some time, and we hoped 
that with the coming of the new year we 
might reach an agreement that would be 
satisfactory to both sides,” Mr. Chalaire 
asserted. “We thought there was real 
reason for optimism about the prospect 
of such an agreement and we hoped that 
some of the old antagonisms would go 
out with the old year.” 

He declined to pass judgment on the 
legality of picketing in the face of the 
companies’ request for extension of the 
ban, but he declared: 

“If the fight goes on, the companies 
will use every legal weapon to protect 
themselves.” 

The validity of the original injunction 
has been sustained by the Appellate Di- 
vision in a four-to-one decision. 











GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 


IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 
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GOLD and SILVER 


Scrap and Wastes 


PURCHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished 


VERNON-BENSHOFF CO. 


933 Ridge Ave. Pittsburgh, Pa. 






































LOCKETS 


Complete with 18- 
inch Rope Chains 
all 1/20 12Kt. GF 
Quality put up in 
individual gift dis- 
play boxes. 


ONLY $4.00 
EA. KEYSTONE 
Five Different Shapes 
Available, Including 
Heart Shape. Send for 
Selection Today. 


S. SILVERMAN CO. 


525 WALNUT ST. CINCINNATI, O. 











FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 
* ZONES 7-8-13-17 
WALTHAM PREMIER WATCHES 


1847 ROGERS BROS.— 
WM. ROGERS SON— 
COMMUNITY SILVER PLATE 


Also all well known jewelry lines 


GERWE-FROHMAN CO. 
CINCINNATI OHIO 








AT YOUR SERVICE 
ELGINS — *HAMILTONS 


*Zones 6-7-8 


VIRGIN DIAMONDS 
CELLINICRAFT JEWELRY 


Lines of quality and style that give you pro- 
tected profits. 


You can recommend them to your customers 
with confidence. 


GREENWOLD-GRIFT CO. 


The house of quality and service. 
18 West Seventh St. Cincinnati, Ohio 








DIAMOND CUTTING 


expert work ... fast service 


er. $ 9.00 per carat 
rrr re 10.00 per carat 
OS ee 11.00 per carat 
PEE ccccacsecwsoc 12.00 per carat 
ya ERA ey eae - 14.00 per carat 
ME ocikacakasseoan 16.00 per carat 
OO ae 18.00 per carat 
SEM -akcuscessascue 26.00 per carat 


LITWIN & SONS 


114 West Sixth St. 
CINCINNATI, OHIO 











Diamond Rings - - -Specializing in 
Diamond Rings 
you can sell. 

Jewelry - - - - = =Largest assort- 
ment and lat- 
est styles. 

Kenwood Watches -You can sel! 
with satisfac- 
tion and right 
price. 


KLEIN BROS. CO. 
WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 
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The refinancing program of the Gruen 
Watch Co., will go over until some time 
in January, it was announced by Ben- 
jamin S. Katz, president. ‘The firm filed 
a registration statement with the Secur- 
ities and Exchange Commission covering 
an issue of 150,000 shares of common 
stock, proceeds from which will be used 
for retirement of 5820 shares of $100 par 


value class A preferred stock and the. 


unconverted portion of the 161,384 shares 
of class B $1 par value preferred. The 
company reported net income of $360,279 
for the seven months ending Oct. 21. The 
concern earned $721,749 in the fiscal year 
ending March 31, 1938. 

Julian Hesse, George Brown, and 
Harold R. Haerr, officers of the Town 
Criers, took part in the celebration mark- 
ing the opening of Hagel’s Jewel Shoppe 
at Washington, Ind. 

Max Moser, diamond salesman who is 
familiarly called “Two-pointer” in the 
trade, told members of the Town Criers 
here that he was going to establish an 
office in Cincinnati. Mr. Moser said he 
had established an agency in San Fran- 
cisco. 

Edward F. Herschede, president of 
Frank Herschede Co., retail jewelers at 
124 E. 4th St., will continue in an of- 
ficial capacity with the Cincinnati Better 
Business Bureau. He was named vice- 
chairman of the bureau at the directors’ 
annual meeting. 

Charles Q. Bischoff, manufacturing 
jeweler, moved from the Mitchell Build- 
ing at 9 W. 4th St., to more commodious 
quarters in the Fourth National bank 
building at 18 E. 4th St. 

Clifford P. Simper, head of the Simper 
jewelry store at 705 Vine St., and secre- 
tary of the Cincinnati Retail Jewelers, 
will be Worshipful Master of Carthage 
Lodge No. 573 F & A M during 1939. 

A robbery career was brought to an 
abrupt end by the police when they ar- 
rested a man from whom they recovered 
five diamond rings valued at $300 be- 
longing to the Ed Jewelry Co., 805 Vine 
St. He had chosen a bag of pepper and 
percussion torpedoes as his weapons, but 
they proved of little value. The pepper 
was thrown into the eyes of Edgar 
Petoud, proprietor of the jewelry store, 
but that didn’t prevent Rene Vuitel, 
watchmaker in the place, from setting up 
a hue and cry that brought quick pursu- 
ers. The alleged robber wore a toupee 
to change his appearance. 





Decatur, Ind., Jeweler Slugged 
And Robbed of $5,000 in Goods 


Decatur, Inp.—Jesse Sutton, jeweler, 
was the victim of a daring daylight 
robbery about 8:30 a. m. recently, when 
he was slugged and robbed of an esti- 
mated $5,000 in loot, almost all of which 
was jewelry. 

Sutton said a slender young woman 
and her male companion appeared in 
his store while he had his back turned, 
preparing to open the safe for the day’s 
business. The male bandit issued instruc- 
tions while his feminine companion kept 
the jeweler covered with a revolver. 

After scooping up all the cash and 
jewelry in sight, the bandit knocked Sut- 
ton unconscious with a revolver blow 
upon his head. 
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PRO HERO REWARDED 


Big Mel Hein, captain of the New York 

Giants, being awarded the Gruen award of 

merit in professional football, Dec. 11, by 

Joseph Carr, head of the National Football 

League. Hein was selected for this honor by 
a jury of sports writers. 





Minnesota Jewelers Anticipate 
Two Years of Good Business 


FARIBAULT, MiINN.—Bright prospects for 
the jewelry business in 1939 and 1940 
were voiced at a meeting of the Southern 
Minnesota Jewelers Guild, at a meeting 
attended by about 75, here recently, 
Speakers were H. Kirschner, Minneapolis 
jewelry manufacturer; Dan Gainey, 
president of the Josten Mfg. Co., Owa- 
tonna; H. Catrall, sales manager of the 
S. H. Clausen & Co., Minneapolis; Art 
Johnson, shop manager of Ostbye & An- 
derson, Minneapolis jewelry manufac- 
turers; Ed Hayek, mayor of Albert Lea, 
Minn., and J. S. Scoville, Austin, Minn., 
president. Arthur Dandelet of this city 
was toastmaster. 


WPA FOLK NEED WATCHES 


PoRTLAND, OrE.—A boom may be in 
store for jewelry stores of this city, ac- 
cording to a story which appeared re- 
cently in a local newspaper. More than 
150 unemployed were ordered to bring 
a “reasonably accurate timepiece, set to 
the correct time’ when they reported for 
their assignments on a new WPA city- 
wide traffic census. A majority turned 
up without so much as a dollar “turnip” 
or the wherewithal to buy one. 





SEATTLE BATTLES FAKE SALES 


SEATTLE—Seeking to cast out the fake 
auction from jewelry merchandising in 
this city, the Seattle R.J.A. has petitioned 
the city council to strengthen the auction 
regulations with a high daily tax on their 
operation. 














WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prtces 
427 PLUM ST. CINCINNATI, 0. 
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elers of greater Boston have spared 


oa in backing their belief that 


ople wish to own, and wear, jewelry. 


« tnctive displays in windows, special 
ms in aie trends and full-page 
advertisements by Shreve, Crump & Low 
Co.; Hodgson, Kennard & Co.; A. Stow- 
ell & Co.; Thomas Long Co., and Smith- 
Patterson Co., in color, and black and 
white have done much to bring back the 
sale of jewelry to the jeweler. 

Jewelers of New Hampshire and Ver- 
mont are benefiting from the public 
interest in outdoor winter sports, week- 
end parties numbering thousands flocking 
to the ski slopes. 

Wholesalers were sold out on many 
staples, Dec. 15. — 

The Jewelers Association of Boston, 
organized in November, has evidently 
met with trade approval, for while no 
meeting was held in December many new 
names were added to the growing mem- 
bership. The membership committee is 
looking forward to the meeting early in 
January, when an outstanding person- 
ality of the trade will be the guest 
speaker. 

William C. Smith, 76, of Haverhill, 
Mass., who operated a jewelry store on 
Merrimack St., for 30 years, died Dec. 
20. He leaves two sons, and two daugh- 
ters. 

The jewelry store of A. J. MacMillan, 
Watertowm, Mass., was robbed Dec. 6 of 
watches, rings and jewelry valued at 
$125. 

Irving Adler, salesman representing 
a New York firm, lost a sample case con- 
taining jewelry valued at $12,000, from 
a trunk in the rear of his automobile 
during a trip from Gloucester to Boston. 
He made one stop in East Boston. The 
loss was discovered upon his arrival at 
the Jewelers Building, where he has an 
office. 

William C. Smith, 76, of Haverhill, 
Dover, N. H., reported to the police of 
Greenfield, Mass., Dec. 1, his car had 
been stolen containing jewelry samples 
valued at $1,500. Fifteen hours later the 
car was found, with samples undam- 
aged in a local parking lot. 

The Empire Jewelry Store of Milford, 
Mass., has moved to a new location, in- 
ne the floor space and general dis- 
play. 

The wholesale jewelers’ office men are 
forming a “ski club” for week-end runs 
on the White Mountain trails. 

Morrow & Co., jewelers of Holyoke, 
Mass., reported the theft of 50 watches 
valued at $2,146, between closing time 
Saturday night and opening time, Mon- 
day, Nov. 28. The transom over the 
main entrance had been jimmied and it 
is believed some small person was boosted 
through. 

Organization plans for the Community 
Fund Drive for 1939 were discussed at a 
meeting of more than 60 of Boston retail 
store executives, Dec. 2. Committee 
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New Year's Greetings 


from N. HERZOG 


Maker To Your Satisfaction 
Rings—Brooches—Bracelets— 
Charms—Antique Reproductions 
Also Repairs 


Gold — Silver — Platinum 
373 Washington St., Rm. 305, BOSTON 
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members representing the jewelry in- 
dustry are: Chairman, E. W. Kirby, 
373 Washington St.; vice-chairman, Carl 
Lawton, E. H. Saxton Co.; Allen David- 
son. Thomas Long Co.; John Kennard, 
Hodgson, Kennard & Co.; Emanuel Al- 
berts, I. Alberts’ Sons, Inc.; D. C. Perci- 
val, D. C. Percival & Co. 

Col. Adelbert M. Mossman, chief clerk 
to the state superintendent of buildings 
at the Massachusetts State House, cele- 
brated his 90th birthday on Thanks- 
giving. A survivor of the Civil War, 
he joined his father after the war in 
the latter’s jewelry business at Sudbury, 
Mass. In 1871 he opened a jewelry 
store of his own at Maynard, Mass., then 
removed to Hudson, Mass., and con- 
ducted a jewelry business there until 
1903, when he confined his time to a 
wholesale jewelry house he had been 
operating in Boston with the late Fred 
N. Davis. He was appointed assistant 
sergeant-at-arms at the State House in 
1909, in charge of the building and the 
purchase of supplies. He organized a 
company of militia in 1887 and became 
its first captain, later was promoted to 
major, and was given the rank of colonel 
on retirement. 





WALLACE D. KENYON 

Nortu Artriesoro, Mass.—Wallace J. 
Kenyon, 46, who headed the Webster 
Co., local silverware manufacturers, and 
was owner of two sporting goods fac- 
tories in Attleboro, died of a heart at- 
tack Tuesday afternoon, Dec. 6, after 
riding in a five-mile, point-to-point race, 
staged by the Old Dominion Hounds, a 
private organization of northern Vir- 
ginia horse folk. After lunch he started 
from the farm where the races were run, 
to his own estate, Crest Hill, near War- 
ren, Va., and died on the way. 

Mr. Kenyon, a former president of 
the Jewelers Protective Association, had 
been a member of the Code Authority 
for the silverware manufacturing indus- 
try, during N.R.A. He was active in 
the affairs of the New England Manu- 
facturing Jewelers and _ Silversmith’s 
Association some years ago when the 
association was fighting for a protective 
tariff. His widow, a son and a daughter 
survive. 





ASKS LENIENCY FOR THIEF 

Fai River, Mass.—Nathan Steinberg, 
salesman, overjoyed at recovering jewel- 
ry valued at $4,635 which was stolen 
from his auto while he made a delivery 
in Stoughton, Dec. 17, exemplified the 
Christmas spirit in District Court, Dec. 
19. He pleaded for leniency for the thief. 

Police Chief Peter McGarvey seconded 
the plea and Judge Gerald A. Healy, 
impressed, suspended a sentence of a 
year in jail imposed on John Taxeira, 28, 
of Brockton, who confessed. 





GAINES, CONCORD SALES MANAGER 

Concorp, N. H.—Charles W. Gaines, 
who has been identified with Concord 
Silversmiths Corp., since its inception in 
1936, has been appointed sales manager 
for the company. He has already as- 
sumed his new duties, which entail reor- 
ganization of the sales personnel. Mr. 
Gaines formerly was associated with the 
International Silver Ce. 
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The 
More Experienced 


the travellers, the 
more certain that, in 
Philadelphia, they 
will stay in the very 
center of all impor- 
tant activities at the 


BELLEVUE 
STRATFORD 


CLAUDE H. BENNETT, GEN. MGR. 


See PHILADELPHIA 


...on yeur World’s Fair Trip 





























@ Attention centers on your store 
when it has an appealing entrance of 
aluminum or bronze in an outstand- 
ing Zouri store front. New book on 
Doors and Entrances FREE. Also illus- 
trated portfolio of Zouri Store Fronts. 


STORE 


FRONTS 





ZOUR! STORE FRONTS, NILES, MICHIGAN 





Send {( ) Door and Entrance Book { ) Portfolio 
Nome 
Address 3-139 























Where to Buy 
IMPORTED 
China and Glass 











THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


}) THEODORE HAVILAND &€ CO., Ine. 
26 W. 23rd St. New York 











JUSTIN THARAUD, Inc. 


129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 





Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 








162 Fifth Avenue, New York City 





ROYAL DOULTON 


€nglish Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
104 Fifth Ave. 





7 & 
FoerBoohe 


Available from New York 





tock 
ROSENTHAL CHINA CORP., 149 Sth Ave. New York 





CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


im stock for immediate delivery. Great 
ety ef patterns and designs. 
Wire your urgent orders. 


PAUL A. STRAUB & CO.., Ine. 
importers, 105-107 Fifth Ave., New York 





ROYAL CAULDON and COALPORT 


China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 

GIBSON & SONS TEAPOTS | 


EDWARD BOOTE 3:37 ¥..2", 81: 


NEW YORK, N. Y¥ 
SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Heinrich & Co. and 





Winterling Factories 


FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. 


W. E. LINDEMANN 


GLASS 





CANDELABRA CANDLESTICKS 
STEMWARE DECA s 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 


New York, N. Y. 


CHINA 


New York, N. Y. 








Obituaries 








SamvuE. B. Jones, for 25 years mana- 
ger of the L. Lechenger Jewelry Co., 
Houston, Tex., died Nov. 24. 

Jacos WINTERMAN, 57, a partner in 
the firm of Klar & Winterman, of Dallas 
and Fort Worth, Tex., died Nov. 25, in 
Tulsa, where he had gone to spend 
Thanksgiving Day. 

Mrs. CaTHaRINE HucHes Gorman, 78, 
who had operated Gorman’s retail jewel- 
ry store, Houston, Texas, since the death 


of her husband, John H. Gorman, nine . 


years ago, died Nov. 25, in a Houston 
hospital after a few days’ illness. 

SamvueEt Rosert Reyner, 45, Columbia, 
S. C., jeweler, died suddenly Saturday 
afternoon, Nov. 19, at the store, 1610 
Main St. 

AvotpHe Leune, 65, co-owner of Argo 
& Lehne, jewelers of Columbus, Ohio, 
died Nov. 20, after a five months’ illness. 
He was 65, and was a jeweler since he 
was 18. The business is being continued 
by James A. Argo, J. Richard Argo, 
and Howard E. Hawk, Mr. Lehne’s son- 
in-law. 

Cuartes Wuson, Wichita, Kan., 
jeweler and optometrist, died Nov. 22. 

Cuartes F. Smrru, 77, chairman of 
the board of Landers, Frary & Clark, 
manufacturers of cutlery and electrical 
appliances at New Britain, Conn., died 
Dec. 4. 

WriuamMm R. Cranpnat, 66, a jeweler 
at. Mankato, Minn., since 1901, died 
Dec. 3, after a long illness. 

M. W. Frowers, 78 who worked at the 
watch bench for 57 years, 46 of which 
were in Alexandria, La., died Nov. 25. 
A son, F. D. Flowers, is a watchmaker 
at Bunkie, La. 

Mrs. Tuerese STECHER, 86, vice-presi- 
dent of the August H. Stecher Jewelry 
Co., Milwaukee, Wis., established by her 
late husband, died Dec. 8. 

CarLteTON WHEELER Borpick, presi- 
dent and treasurer of the Bowler & 
Burdick Co., Cleveland, Ohio, jewelers, 
died Dec. 5, after 26 years in the jewelry 
business. He was a son: of the late 
Robert Emmet Burdick, one of the origi- 
nal partners. After completing his 
schooling in this country Mr. Burdick 
went to Amsterdam to learn diamond 
marketing, and then to Paris, where he 
learned diamond setting under fore- 
most jewelers. 

Greorce W. Waconer, retired silver- 
smith, who for many years was a part- 
ner with Robert Wilcox, husband of Ella 
Wheeler Wilcox, celebrated author, died 
Dec. 1 at his home, at Hyannis, Mass. 
He entered the silversmith’s trade in 
Philadelphia when a young man and later 
moved to New York, where he joined 
Mr. Wilcox. He was later associated 
with the Watson Co. in Attleboro and 
retired about six years ago. He was a 
member of the Brotherhood of Traveling 
Jewelers. 

Hersert C. Myers, 38, manager of the 
watch department of the Dreifus Jewelry 
Co., Memphis, Tenn., died suddenly on 
Nov. 27. 

Harrison Lewis ALLEN, 67, founder of 
the Peerless Jewelry Co., and the Canad- 
ian Sturdy Chain Co., of Sherbrooke, 
Quebec, died at his home, there, on Dec. 
2. He was a native of Mansfield, Mass. 

Stmmon LeHman, 29, inventor of the 
Ascot tie guard, widely sold item of 
men’s jewelry, died in a Memphis, Tenn., 
hospital after an eight weeks’ illness. A 
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salesman of men’s jewelry in a Mem 
department store, Mr. Lehman deviseq 
tie clasp that was an improvement over 
the clasps that he found difficult to sell 
He turned his invention, without a patent 
over to Hickok Mfg. Co., Rochester 
N. Y., assuming the position of their 
representative in the Memphis territory 

Joun W. LuTHER, 96, the oldest resi- 
dent of Attleboro, Mass., and probab| 
the oldest jewelry manufacturer ip this 
country, died recently at his home after 
a long illness. He came to Attleboro 73 
years ago, and took his first job with 
his brother, Henry, in the lapidary busj- 
ness, which he and another brother James 
later bought and operated as the J, W. 
Luther Co., pearl workers, for 50 years, 
In 1873 Mr. Luther with his friend, Wil- 
liam Wilmarth organized the W. 4. 
Wilmarth Co., which firm employed 159 
people for a period of 50 years. He ep- 
joyed good health until failure of his 
eyesight, which caused him to curtail 
reading. He enjoyed fishing and hunt- 
ing and for more than 30 years went to 
Maine with Fred Sturdy and Orville 
Richardson. 


REPORTS FALSE REPRESENTATION 


The W. A. Sheaffer Pen Co. have 
reported that a man representing him- 
self as a representative of the company 
is calling on retail dealers throughout 
Massachusetts, upper New York, Con- 
necticut, Pennsylvania and possibly sur- 
rounding territories. Dealers are warned 
about letting anyone, who is not actually 
a Sheaffer representative enter their store, 
check their stock, or pick up merchandise 
from their store. If any retailer should 
have this impostor call on them, Sheaffer 
recommends that the police be _ notified 
immediately. 





NOT EXACTLY A NOVICE 


Rockrorp, Inn. — Carl Johanzon in 
November celebrated his 25th anniver- 
sary in the watch repairing’ business 
here, his 62nd year at watch repairing 
and his 75th birthday. He has his shop 
in the Commercial Bldg., 7th & Charles 
Sts. 





Hamitton, Ont.—Watches and rings 
valued at nearly $2,000 were stolen on 
Dec. 3 in a daring smash-grab robbery 
of Alex. N. Johnston’s jewelry shop at 
139 King St., E., Hamilton, Ont. 


Where to Buy 
DOMESTIC 


China and Glass 








LENOX CHINA 
SERVICE PLATES 


do 





DINNERWARE 
NOVELTIES 
LENOX Made in America 
LENOX, INC. Trenton, N. Jd. 











HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 


T. G. HAWKES & CO. 
CORNING, WN. Y. ay 
N. Y. Office: 542 Sth Ave. orp warnarce>? 
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DIRECTORY OF TRADE ASSOCIATIONS 


NATIONAL 


The names given in each case are those of the president and secretary. 


i Jeweled Watch Manufacturers Association—C. M. Kendig, c/o 
Amerifamilton Watch Co., Lancaster, Pa.; J. Freistadter, c/o wane 
Watch Co., Waltham, Mass. 
n Jewelers’ Protective Association—Meyer D. Rothschild, 6 W. 
rs St.; Walter N. : 


Kahn, 608 Fifth Ave.; Miss M. L. Ryder, 
Asst. Secy., 17 W. 45th St., New York City. 
National Retail Jewelers’ Association—Myron Everts, 1616 


we St., Dallas, Tex.; Charles T. Evans, 22 W. 48th St., New 


York City. 

American Watch Assemblers Association—Norman B. Morris, 608 Fifth 
Ave.; Louis A. Schwob, 22 W. 48th St., New York City. 

Associated Manufacturers & Importers of Watchmakers & Jewelers 
Supplies—Seymour G. Hammel, Hammel-Riglander & Co., 209 W. 
14th St.; Jacob Faist, 109 Lafayette St., New York City. 

Brotherhood of Traveling Jewelers—Harry C. Berdan, c/o Gorham Co., 
15 Maiden Lane; Knowlton D. Read, 15 Maiden Lane, New York 
City. 

Canadian Jewelers’ Association—A. J. Roden, 345 Carlaw Ave., Toronto; 
N. J. Leech, Toronto, Canada. 

Clock Manufacturers’ Association of America—S. F. Ferguson, c/o Seth 
Thomas Clock Co., Thomaston, Conn.; J. M. Ivory, 90 Broadway, 
New York City. 

Eastern Manufacturers and Importers Exhibit, Inc.—A. Stanley. Brussel, 
225 Fifth Ave.; George F. Little, Managing Director, 220 Fifth 
Ave., New York City. 

English Silverware Importers of America—B. J. Brotman, 23 W. 55th 
St.; I. Lighter, 444 Madison Ave., New York City. 

Horological Institute of America—Harrison F. Babcock, Chester 12th 
Bldg., Cleveland, Ohio; R. E. Gould, c/o National Bureau of 
Standards, Washington, D. C. 

The Jewelers Board of Trade (a name used by the Manufacturing 
Jewelers Board of Trade)—Frederick A. Ballou, Jr., B. A. Ballou 
& Co., Inc., 61 Peck St.; Horace M. Peck (also treasurer), Turks 
Head Bldg., Providence, R. I. 

Jewelers’ Publicity Committee—William D. McNeil, chairman; Charles 
T. Evans, treasurer, 22 W. 48th St., New York City. 

Jewelers’ Security Alliance—Frank T. Sloan, 15 Maiden Lane; James H. 
Noyes, 15 Maiden Lane, New York City. 

Jewelers’ Vigilance Committee—G. H. Niemeyer, 82 Fulton St.; A. L. 
Woodland, 15 Maiden Lane, New York City. 

Jewelry Crafts Association—William B. Ogush, 33 W. 60th St.; Henry 
L. Sperling, 20 W. 47th St., New York City. 

National Association of Credit Jewelers—William Gibson, 9144 Com- 
mercial Ave.; J. Frank Newman, 31 N. State St., Chicago, III. 

National Gift and Art Association—A. J. Horgan, Chase Brass & 
Copper Co., 10 E. 40th St.; George F. Little, 220 Fifth Ave., 
New York City. 

National Jewelers Mutual Fire Insurance Co.—W. H. Upmeyer, 101 
Wisconsin Ave., Milwaukee, Wis.; A. W. Anderson, Neenah, Wis. 

National Wholesale Jewelers’ Association—Arthur Manheimer, Man- 
heimer Watch Co., 35 E. Wacker Drive, Chicago, Ill.; George A. 
Fernley, 505 Arch St., Philadelphia, Pa. 

New England Manufacturing Jewelers’ & Silversmiths’ Association— 
Willard O. Ormsbee, Taunton Pearl Works, Taunton, Mass.; 
Lewis S. Chilsom, J. M. Fisher Co., Attleboro, Mass. 

Precious Stone Dealers Association—Leopold Nathan, 71 Nassau St.; 
Isidor Lassner, 10 W. 47th St., New York City. 

Sterling Silversmiths Guild of America—Denham C. Lunt, Rogers, Lunt 

Bowlen Co., Greenfield, Mass.; Alexander Vincent, 20 W. 47th 
St., New York City. 

United Horological Association of America—B. W. Heald, 339 N. 35th 
rom Milwaukee, Wis.; O. R. Hagans, 3226 E. Colfax Ave., Denver, 
‘olo. 


STATE 


The names given in each case are those of the president and secretary. 


Alabama Retail Jewelers’ Association—Charles Bromberg, Bromberg & 
Co., 218 N. 20th St.; F. W. Anderson, Jobe-Rose Jewelry Co., 
1917 2nd Ave., N., Birmingham, Ala. 

Arizona Retail Jewelers’ Association—Adolph Cubitto, Globe; Newton 
Rosenzweig, Phoenix. 

Arkansas Retail Jewelers’ Association—A. L. Russell, Hot Springs, sec- 
retary. 

Associated Credit Jewelers of New York and New Jersey—C. M. Brad- 
bury, Royal Diamond & Watch Co., 170 Broadway; Wm. Wagner, 
45 W. 34th St., New York City. 

California Retail Jewelers’ Association—Carl Schultz, 
Blvd., Hollywood; Arthur H. Dibbern, 213 S. 
Glendale, executive secretary. 

Colorado Retail Jewelers’ Association—Wolf Hansen; O. R. Hagans, 
8226 E. Colfax Ave., Denver. 

Connecticut Horological Association—E. Seibel, 
Scanlon, 226 Broad St., Meriden. 

Connecticut Retail Jewelers’ Association—Frank L. Wilson, Danbury; 
Emil Weber, 39 Colony St., Meriden. 

Florida Retail Jewelers’ Association—William H. Deuber, Tampa; G. W. 
Lawton, Orlando. 

Georgia Retail Jewelers’ Association—H. Armin Maier, Jr., Atlanta; 
J. Tom Cook, Macon. 

Horological Association of Idaho—Charles A. Braun, 434 State St., 
Weiser; Lester Hamilton, Nampa. 

Illinois Retail Jewelers’ Association—J. Ralph Tobin, Springfield; Henry 
T. Mortensen, Rm. 304, 10 S. Wabash Ave., Chicago. 

Indiana Retail Jewelers’ Association—Irving Chayken, Hammond; H. 
Elmer Lodde, 419 Main St., Lafayette. 
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Iowa Retail Jewelers’ Association—H. L. Hands, Iowa City; H. C. 
Kirkberg, Fort Dodge. 

Kansas Retail Jewelers’ Association—V. W. Huffman, Herington, sec- 
retary. 

Kentucky Retail Jewelers’ Association—Nolte C. Ament, Louisville; Percy 
B. Stith, 329 Guthrie St., Louisville, Secy.-Treas. 

Louisiana Retail Jewelers’ Association—Ralph Hereford, 218 Baronne 
St., New Orleans; S. Goldberg, Rider Jewelry Co., 161 Third St., 
Baton Rouge, acting secretary. 

Maine Retail Jewelers’ Association—D. Fortin, 
Francis, Brunswick. 

Maryland-Delaware and District of Columbia Jewelers’ Association— 
Howard Millikin, Henregen-Bates Co., Baltimore; Howard Re 
Collins, 804 Shipley St., Wilmington. 

Massachusetts Horological Association—Col. Wm. H. Bright; Wm. P. 
Fillebrown, 453 Washington St., Boston. 

Massachusetts & Rhode Island Retail Jewelers’ Association—L. Blaine 
Libbey, Milford; John H. Peterson, Needham, Mass. 

Master Watchmakers of Colorado, Inc.—Ernst Peterson, 1626 Welton 
St.; O. R. Hagans, 3226 E. Colfax Ave., Denver. 

Master Watchmakers Association of Illinois—Harold J. Frisbie, 619 S. 
Pine St., Freeport, secretary. 

Master Watchmakers Association of Missouri—Walter I. Betts, 218 W. 
om, Independence; Ernst Wetteroth, 10 Westport Road, Kansas 

ity. 

Michigan Retail Jewelers’ Association—S. D. Thompson, Mount Pleasant; 
Hugh C. Finley, Kalamazoo. 

Minnesota Retail Jewelers’ Association—Harold G. Kohen, 13 S. 5th 
St.; Lester B. Johantagen, 1016 W. Broadway, Minneapolis. 
Missouri Retail Jewelers’ Association—Fred W. Pilcher, Mexico; Fred 

Sands, Diercks Bldg., Kansas City. 

Nebraska Horological Association—R. P. Kraatz, 
Vinton St., Omaha. 

Nebraska Retail Jewelers’ Association—W. S. Putters, Norfolk; C. J. 
Stiastny, Lincoln. 

New Hampshire Retail Jewelers’ Association—Robert A. de Montigny, 
Nashua; Mrs. Addie Fiske Goodell, Epping. 

New Jersey Retail Jewelers’ Association—William Schoppy, 
City ; George Fort, Trenton. 

New Mexico Retail Jewelers’ Association—H. M. Huff, Roswell; S. F. 
Lovett, Santa Fe. 

New York State Retail Jewelers’ Association—Russell G. Scheer, 259 
Main St., E., Rochester; E. Lathrop Sunderlin, 74 East Ave., 
Rochester. 

North Carolina Retail Jewelers’ Association—Ernest Neiman, 109 Fay- 
etteville St., Raleigh; James Fux, Rocky Mount. 

North Carolina State Horological Association—Lawrence G. Ballard, 
Box 596, Wilson, secretary. 

North Dakota Retail Jewelers’ Association—R. B. Newton, 607 First 
Ave., N., Fargo; Robert McLaughlin, Hope. 

Ohio Retail Jewelers’ Association—Henry W. von Unruh, 932 E. Me- 
Millan St.; Clifford P. Simper, 705 Vine St., Cincinnati. 

Ohio Watchmakers Association, Inc.—Lee E. Luce, 37 S. High St.; 
L. W. Heimberger, 245 S. High St.. Columbus. 

Oklahoma Retail Jewelers’ Association—B. C. Clark, Jr., 113 N. Harvey 
St., Oklahoma City; Willis D. Waugh, Okmulgee. 

Oregon, Master Watchmakers of—R. E. Drewes; H. Sabro, 6422 S.E. 
17th Ave., Portland. 

Oregon Retail Jewelers’ Association—Alfred L. Stone, Stone-Margulis, 
Inc., 701 S.W. Broadway; Rene Bloch, Dan Marx & Co., 424 
S.W. 6th St., Portland. 

Pennsylvania, Horological Association of—George Liesslien, 514 Clark 
Bldg., Pittsburgh; J. P. Sommer, 1524 Beaver Ave., Pittsburgh. 


Waterville; Stanton 
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Atlantic 


Pennsylvania Retail Jewelers’ Association—George A. Lyons, 4614 
Frankford Ave., Philadelphia; Charles K. Boas, 28 N. Second 
St., Harrisburg. 

South Carolina Retail Jewelers’ Association—J. B. Folsom, Sumter; 


Rudolph J.:Ortman, Charleston. 

South Dakota Retail Jewelers’ Association—Carl R. Damuth, Redfield, 
acting secretary. 

Tennessee Retail Jewelers’ Association—C. C. Breese, Franklin; D. M. 
Meeks, Dyersburg. 

Tennessee Watchmakers & Jewelers Association—Charles E. Maskall, 
Knoxville; Ralph Langreck, Nashville. 

Texas Retail Jewelers’ Association—R. D. Armstrong, Waco; B. L. 
Turner, Corpus Christi. 

Vermont Retail Jewelers’ Association—M. D. Armstrong, St. Albans; 
W. S. Bristol, Vergennes. 

Virginia Retail Jewelers’ Association—Harry George, Jr., 
George, Charlotteville; H. N. Cloutier, Waynesboro. 


Washington State Retail Jewelers’ Association—John Penn Fix, George 
R son, Inc., Spokane; Dr. W. J. Hindley, Lloyd Bldg., 


Keller & 


Seattle. 
Watchmakers Association of Indiana, Inc.—J. E. Yost, 820 Wabash 
Ave.. Terre Haute; Robert W. Smiley, 620 Oregon St., La Fayette. 
Watchmakers Association of Kentucky—S. H. Shaw, 305 Mid-West 
Bldg., Louisville, President. 
West Virginia Retail Jewelers’ Association—A. I. Polan, 708 Kanawha 
St., Charleston; William Caplan, 318 W. Pike St., Clarksburg. 
Wisconsin Retail Jewelers’ Association—E. R. Fuchs, Milwaukee, A. W. 
Anderson, Neenah. 


Wisconsin Watchmakers Association—Richard A. Meisner, 
St., Racine; B. W. Heald, 339 N. 35th St., Milwaukee. 
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FINE GOLD PLATINUM 
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What is it? A set of sparkling newspaper ad- 
vertisements for the next twelve months, mer- 
chandising the natural birthstones. An original 
line drawing of one or more new aarticles of 
birthstone-set jewelry dominates each adver- 
tisement, text of which is set in smart Eve 
Bold and Vogue Bold type. Overall size, 2 
columns wide, 3 to 6 inches deep. 





What will it do for you? Stimulate sales for 


In 15 seconds this instrument shows the exact 24-hour the stone of the month and add to the prestige 
gain or loss, and diagnoses the cause of any irregularity. of your store as gem headquarters. Schedule 
each advertisement once or twice the first week 
Fr O R 1 9 of the month to which the birthstone is as- 

3 2) signed. 
—the fifth year of W. E. service to horologists— What will # cost? For a set of twelve mats 
_ or the next year, ready now for immediate 
Better than CUer : delivery, send check for $4. Set includes Gar- 
and LESS EXPENSIVE. Write for particulars. net for January, Amethyst for February, Blood- 
stone for March, Diamond for April, Emerald 
FREE TEST and DIAGNOSIS: Send us one for May, Pearl for June, Ruby for July, Sar- 
watch in which you “can't locate the trouble. donyx for August, Sapphire for September, Opal 
We will test it and return it with a written for October, Topaz for November and Tur- 


report proving the effectiveness of the W. E. quoise for December. 


Watch-rate Recorder in diagnosing. No charge 


or obligation. The JEWELERS’ CIRCULAR- | 
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Devoted to the horologist who serves civilization 
by providing accurate measurement of time. 





Turning with the Slide-Rest 


by JOHN J. BOWMAN 


Chairman, Educational Committee, The Horological Institute of America 


EFORE taking up the subject of the slide-rest, 
there are two minor matters to mention concerning 
turning with hand tools, which for lack of space were 
not included in the article of this series in THe Jewet- 
ers’ CincuLAR-KrysTone for November. 

In using a turning graver, efficient work requires 
nearly all of the cutting to be done by a short portion 
of the edge of the graver near the point, as explained 
and illustrated on page 115 of the November number. 
But in finishing any long cylindrical piece, after it has 
been turned nearly to size, the final operation should 
be to level the surface, by applying the entire cutting 
edge of the graver as shown in Fig. 1. This will take 
out any slight irregularities that are unavoidably made 
in rapid routine turning with a short portion of the 
graver edge, and will leave the work ready to be lapped 
to a smooth surface with minimum labor in grinding. 
This operation transfers the straightness of the whole 
length of the graver edge to the work. If the length 
of work is greater than that of the graver edge, this is 
taken care of by sliding the graver alternately from 
right to left, as indicated by the arrows in Fig. 1. 

For turning curved profiles, like the base of a “‘coni- 
cal” balance pivot, the bottom corner of the graver must 
be allowed to stick at one point on the T-rest, and on 
this as a fulcrum the tool may be slightly swung as a 
lever, so as to describe an arc of the curvature that is to 
be produced on the work. 


PRINCIPAL VARIETIES OF THE SLIDE-REST 

The simplest form of slide-rest for watchmakers’ 
lathes is the two-slide type shown in Fig. 2. This is 
seen to comprise a base that clamps on to the lathe-bed 
—the lowermost part of the tool. Above this is the 
parallel or main slide, on which is mounted a base which 
carries the upper or cross-slide, on which in turn is the 
tool-post, into which a cutting tool is fastened. 

Inside the slides are the long lead-screws, turned 
by handles, affording motions by which the cutting tool 
may be moved both parallel to the lathe bed and at a 
right angle to it. Another control of the movement 
of the tool is provided by the swivel which fastens the 
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main slide to the base; this may be set at various angles 
which are read on the graduated arc on the base, to 
allow the cutter to produce work of any desired taper. 








[ . 


Fig. 1 











After setting to an angle, the slide is clamped in posi- 
tion by the lever standing up at the right-hand end of 
the main slide. 

In Fig. 3 is shown a three-slide slide-rest. In this, 
the cross-slide base is clamped to the lathe-bed, and on 





Fig. 2 


it is swiveled a graduated base for the main slide, which 
carries the third slide on which is the tool post. The 
additional slide on this type tool is principally used to 
hold attachments like a wheel-cutter (milling) head, or 
any other fixture for which the motions of the slide-rest 
are needed for operation or adjustment. 

The highest development of the slide-rest for the 
watchmaker’s lathe is to use it with a screw-cutting at- 
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DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 
by R. J. Rocers, F.G.A. 
Price $1.50 Postage Paid 
\ AN 1) HAN This new book of all gems gives complete defini- 
tions of every stone used by jewelers from Achates 
) Ss a 


(ancient name and origin of Agate) to Zircon and 





Zonochlorite with their specific gravity, chemical 
composition, crystallographic origin, hardness, re- 
fractive index, etc. 


Manufacturers would 
not recommend us to The work is written for the jeweler with tables 


their f rie n ds if th ey - notes in * = —- ni ane use - 
° ° ’ will give a brief explanation of crystallographic 
were not satisfied 


themselves. 


origins, some details as to cutting of gems, an ex- 
planation of refractive index, dichroism with 
tables, hardness with tables, specific gravity with 
tables, notes on manufactured gems and birth- 


stones. 


It is a valuable ready reference list for the retail 


jeweler, manufacturer, importer and lapidary. 
SM ; ; 7 y i ; | RS Cloth bound, 58 pages, 7x54 inches. 
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| Electric PLock 


Now you can use the same brand of 
oil that most electric clock manufac- 
turers have for years found to be the 
most satisfactory for their exacting re- 
quirements. Nye’s Electric Clock Oil is 
now placed on the market for the re- 
pair trade and is available from your 
usual supplier. 
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tachment, shown in Fig. 4 This really converts the 
lathe into the type used by machinists, the generic name 
of which is “engine” lathes, signifying that in these, 
the slide carrying the cutting tool is moved by the power 
that also drives the lathe spindle, instead of by hand 





Fig. 3 


power. This screw-cutting attachment for watchmakers’ 
lathes, however, is used principally for cutting screw 
threads, and not much for turning, because the light 
power required for turning in watchwork is easily enough 
supplied by hand. 

Compared with the use of a hand-tool for turning, a 
slide-rest has three principal advantages: (1) Through 
the action of the handle (which is a lever), and of the 





Fig. 4 


screw (which is a spiral inclined plane), the power-effect 
of the operator’s hand is increased for forcing the cutting 
tool into the work, which reduces fatigue, and enables 
heavier cuts to be taken. It is obvious that this advan- 
tage is unnecessary in doing light work such as turning 
a watch balance staff, or a pivot, and the like. But for 
larger, heavier work, or for doing a large number of 
pieces of lighter work, the advantage explained would 
have its full usefulness. (2) The straightness of the 
slides is reproduced on the surfaces of the work. (3) By 
means of the graduated base of the main slide, the tool 
may be set at angles to produce definite tapers on the 
work, 

There have always been arguments between watch- 
makers about the need for a slide-rest among their equip- 
ment, what to use it for, or whether to use it at all. 
Some say that the slide-rest should be used for all turn- 
ing except small pivots, and is a necessary part of one’s 
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outfit. Others argue that any advantage the slide-rest 
has is offset by the time consumed in setting it up, and 
by the cost of adding it to the outfit. 

Like in many other arguments, we think each side has 
part of the truth. Common-sense recommends using 
hand tools for light work, and also having a slide-rest for 
use in every case where it would effect economy of time 
and effort. Such cases would be operations like repair- 
ing or making clocks or bridges, plate-work, barrels, 
wheels, roughing out barrel arbors, re-forming seat- 
shoulders in watch cases, clockwork, servicing or mak- 
ing tools, and soon. Whoever has to do a wide range 
of work will find the cost of a slide-rest a profitable 
investment. This applies, of course, to workmen who 
hold or aspire to hold the better grade positions, or who 





operate shops of their own, and in either case who do 
that very profitable class of work that some others have 
to decline, for lack of ability or equipment. 


HOW TO USE THE SLIDE-REST 
The principles underlying efficient turning with a 
slide-rest are mainly the same as for using hand-tools. 
There is this difference, however, that the slide-rest tool 
moves always in a straight line, and cannot be “swung” 
like a graver held by hand. So the producing of spiral 
waste-metal turnings (which is the indication of efficient 

















Fig. 6 


work with the slide-rest as it is with a hand tool) cannot 
be obtained by “feeling” as the work progresses, but 
must be gotten by properly setting the slide-rest cutter 
in the tool post. 

In lig. 5 you will see eight forms of slide-rest cutting 
tools. The shapes most used are Nos. 3, 5, and 7. Nos. 
5 and 7 have points like standard square hand-gravers, 
and are used for general turning. No. 3 is best used 
for light cuts for a final finish, as will be explained fully 
later on, although some use it for general turning. No. 8 
is for turning in narrow square shouldered grooves, 
and for cutting off finished work. No. 1 is a “boring” 


tool, for turning inside a hole. No. 6 is a round-pointed 
(Please turn to page 114) 
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WORKSOP WOES € QUIEIRIIES 


TAKING TOOL PUNCH—Should we use a round- 
faced or flat-faced staking tool punch with hole in 
center, for staking on balance staffs? Which punch is 
best for riveting in bushings? How make sure of keep- 
ing the balance really true? (Question No. 5168.) 
P. A. Co. 


Answer—For staking on balance staffs, select a 
round-faced punci that has a hole that will go over the 
collet hub of the staff rather loosely—with a moderate 
amount of side-play. Strike the punch with blows of the 
hammer not too heavy, and turn the punch several times 
during the operation; that is, take a number of blows to 
complete the riveting, as this gradual procedure aids in 
securing a rivet that bears equally the entire way around, 
instead of more fully on one side than the other; it is 
this that insures keeping the balance true. After using 
the round punch, a flat punch should generally be used 
(whenever there is a little height of rivet standing above 
the plane of the balance arm-bar) to give the job a flat 
finish. The same method may be followed for riveting 
small bushings. 


ETTING MYSTERY—A customer put me “on the 

spot” with a puzzle I couldn’t answer; so am com- 
ing to my old stand-by for help. He had a foreign 
made watch and asked me to set it. I couldn’t see on it 
any setting lever, and pulling the stem had no effect. 
Then he set it and gave me the laugh. I didn’t see how 
he did it; he was too quick about it, or did something 
I couldn’t see. Can you inform me? (Question No. 
5169.) M.I.C. 


Answer—The watch your customer had was probably 
an old Jurgensen timepiece. Some of these watches 
have an ingenious device for setting, which is operated 
by turning the bow of the case down either forward or 
backward, which shifts the setting mechanism through 


a collar inside the pendant. ‘Turning the bow up again 
shifts the mechanism into winding position. The owner 
no doubt worked the bow cleverly enough so that you 
did not notice what he did. It is safe to assume that 
he has had his little joke on many other watchmakers 
besides yourself ! 


OUNDING PIVOTS—Shouldn’t rounding the ends 

of balance pivots always produce the same effect 
on timing of a watch? It seems that sometimes when 
I do this, the watch runs faster, and sometimes slower. 
It strikes me that maybe I round them too much, and 
reduce the size of the pivot. (Question No. 5170.) 
H. C. C. 


Answer—wWhat is called rounding should not in any 
case be so much that it would reduce the diameter of a 
pivot. If the latter is the effect produced even in the 
slightest degree, it would mean that you carry the round- 
ing to great excess. The acting portion of the sides of 
the pivot—that is, the portion that comes into contact 
with the jewel hole—should not be noticeably reduced 
in length by rounding. The cross-section view of a pivot 
that has been rounded should show the end of the pivot 
as a “bow” of slight curvature, and not as a half-circle. 
Probably you round pivots like the latter form. This 
could actually reduce the diameter at the point where the 
pivot bears in the jewel hole, and would produce an 
erratic result in timing. 


PPRAISALS—Is it good policy to give opinion of 
value of diamonds or jewelry, when the articles 
have been bought in some competitor’s store, or when 
we do not know where they were bought? (Question 
No. 5171.) RB. P. R. 
Answer—This question is worthy of very careful 
thought. The principal possible reasons why an article 
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is brought to you for an appraisal might be: (1) The 
article was bought of someone in whom the buyer for 
some reason hasn’t full confidence ; (2) the article was a 
gift to the inquirer, who desires to obtain from you 
something with which to measure the generosity of the 
giver (3) the inquirer wishes to sell the goods, and 
wants to quote your opinion of value to help make the 
sale. 

The inquirer usually gives no reason for desiring your 
opinion of value; or the reason given may not be the 
true one. But whatever it really is, there are few cases 
in which you do not risk losing more than you could 
gain by giving an appraisal without charging a fee for 
your service. In case 1, your valuation is quite sure 
to be lower than the price paid, allowing all fair deduc- 
tions. What then happens? The owner usually goes 
back to the seller, and claims to have been more or less 
swindled, and cites you as authority for this. The seller 
then tries to convince the owner that you do not know 
your business ; and may succeed. In case 2, you are on 
delicate ground; what if your valuation of an engage- 
ment ring, for example, should be only half what the 
lady would like to think it? Or the gentleman, for all 
of that, would like the lady to believe? In a case like 
3, why should you give free service to help someone 
make a sale that means one less for you or some other 
jeweler, all of whom fairly presume that their judg- 
ment has been gained through costly experience for the 
purpose of making a living? 

We believe a good policy is to explain that making 
appraisals is a service for which you charge a fair fee; 
you can make this either a percentage of the valuation, 
or a fat amount per article appraised. This statement 
will either result in the inquirer leaving without. your 
having to take risks as suggested; or else you will have 
placed the matter on a business (better say “profes- 
sional”) basis, by being paid for devoting your knowl- 
edge and time to a service for which no fair-minded 
person could object to paying a fee. 


QV ILENCER” FOR TICK—Is there any way to 
make a clock tick not so loudly as it does as it 
comes from the factory? We have a customer with a 
clock she says ticks so loudly that it keeps her from going 
to sleep. (Question No. 5172.) M. C. 
Answer—Although you do not say what kind of a 
clock is involved in your question, we believe the advice 
we will give would apply to a clock of practically any 
The loudness of ticking of a clock is gov- 
erned by the action of the case, with an effect that may 
be likened to that of the loud-speaker of a radio cabinet. 
The vibrations from the escapement of the clock are 
transmitted through the movement to the walls of the 
case, vibrating them, which in turn sets up the atmos- 
pheric impulses that reach the ear. These escapement 
vibrations may to a certain extent be insulated in the 
movement so that they are weakened when they reach 
the case. This can be done by placing washers of felt 
or woolen cloth between case and movement, at all points 
where they are fastened together. An example of this, 
where a screw passes through a hole in the lower plate 
of the movement, and then into the case, would be to 


construction. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for January, 1939 


107 


place a washer between case and movement; and also 
between the screwhead and the part of the plate that 
it bears against. If the shoulder of the screw is very 
narrow, it may be advisable to use a metal washer on 
the screw, and put the woolen washer between this and 
the plate. Otherwise the screw head could carry too 
much vibration through its shank into the case. 


LCOHOL FOR CLEANING—Our local druggist 
recommends that we buy an alcohol called iso- 
propyl alcohol, for rinsing watch parts after cleaning, 
to take the place of the denatured alcohol we formerly 
used, which he says is going out of use. Do you know 
anything about this new alcohol, and whether it would 
work the same as the old kind of denatured alcohol, 
which we found satisfactory? (Question No. 5173.) 
P. . V. 


Answer—Iso-propy] alcohol does not work as well 
for the purpose named, as certain formulas of denatured 
alcohol; and in most places the latter can be bought for 
less money. In buying denatured alcohol, you should 
specify “U. S. Formula No. 1” denatured alcohol. This 
can be bought by your druggist from U. S. Industrial 
Alcohol Co., 60 E. 42d St., New York. The denaturant 
in it is such that it dries without leaving the film that is 
deposited on the work by some other formulas of de- 
natured alcohol, One of the objections to iso-propyl 
alcohol for watchmakers’ use is that when burned in an 
alcohol lamp, it gives a yellow flame with black smoke, 
which stains anything it is used on in watch and jewelry 
work. U.S. No. 1 denatured alcohol may be burned in a 
lamp with as good results for our work as pure grain 
alcohol. 


AMENDED DATA ON ELGIN BERYL-X BALANCE 


The Elgin National Watch Co. writes us pointing 
out that an answer to a query published on page 86 of 
our December issue, which referred to the metal in 
their new monometallic balance as “soft non-ferrous 
metal,” should be amended in view of the statement in 
their letter as follows: “In our Beryl-X balance, the 
arms and rim are all made of the same metal, which is 
not soft, but is heat treated, so that the whole structure 
has a hardness of Rockwell ‘B’ 110-115. This is exactly 
the hardness of the steel in our old bimetallic balance. 
The reason that we make our new monometallic balance 
out of Beryl-X is to avoid the softness which exists in 
a nickel balance, the average hardness of which ranges 
from 80-95 on the Rockwell ‘B’ scale. Later on in the 
same article it is stated that ‘the softness of the latter 
is what makes the grooved construction of the staff 
advisable.’ In view of what is said above, this statement 
is obviously incorrect. The grooved construction of the 
staff is desirable in that it enables the staff to be re- 
moved without damage to the balance.” 

We are glad to publish this data by way of correct- 
ing and amplifying the statements referred to. The 
latter were made due to the fact that the brief descrip- 
tion of the new balance that we read did not include the 
fuller metallurgical data that is given in the Elgin Co.’s 
letter. 








Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations Wunted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
‘vords. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
elosed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered, 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
eend duplicates. 

To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








Situations Wanted. 
Under this heading, 75c. for first 25 


words, 5c. for each additional word: 
minimum charge, 75c. 








STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no _ charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





WATCHMAKER AND SALESMAN, 20 
years’ experience; best of references; 
position must be steady. Carl E. Hill, 
Bowen, III. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, II. 





OPTOMETRIST desires position with 
some reputable firm, in Alaska. Address 
“C., 134,” care Jewelers’ Circular- 
Keystone. 





FIRST CLASS jewelry jobber, stone set- 
ter and engraver, 25 years’ experience; 
best references. Address “M., 206,” care 
Jewelers’ Circular-Keystone. 





1939 BRINGS you this desirable man who 
is equipped to manage successfully a 
modern credit store. Address ‘‘C., 150,” 
care Jewelers’ Circular-Keystone., 





LIVE WIRE SALESMAN, retail or 
credit ; show card writer, window trim- 
mer, sales promoter; able store man- 
ager; highest credentials. Address “O., 
9178,” care Jewelers’ Circular-Keystone. 





DIAMOND ASSORTER, experienced, also 
good knowledge in mounting bunch 
rings and platinum jewelry; good rep- 
utation; best references. Address “R., 
23,” care Jewelers’ Circular-Keystone. 





EXPERT WATCHMAKER, married, re- 
liable, with well known watch company 
25 years; East or Central States; refer- 
ences. James E. Trickett, Manheim, 
Pa. Route #1. 





WATCHMAKER, four years’ retail store 
experience, estimate, wait on trade; ex- 
cellent references; Metropolitan area. 
Address ‘‘M., 182,’’ care Jewelers’ Cir- 
cular-Keystone. 





CAPABLE SALESMAN or manager, for 
cash or credit store; willing to go out 
of town; married; A-1 references. Ad- 
dress “K., 228,” care Jewelers’ Circular- 
Keystone. 





EXPERT WATCHMAKER, jeweler, stone 
setter; best references; 44 years ould; 
married, steady worker; prefer south- 
ern states. E. Miller, 1126 First Na- 
tional Bank Bidg., Atlanta, Ga. 





SALESLADY, young lady, experienced in 
selling jewelry, desires connection with 
a reputable retail establishment; assist 
with bookkeeping. Address ‘‘N., 208,” 
care Jewelers’ Circular-Keystone. 





OPTOMETRIST - OPTICIAN, with 20 
years’ experience, desires connection or 
association with reliable jeweler; either 
Ohio or Iowa preferred. Address “F., 
176,’ care Jewelers’ Circular-Keystone. 





WATCHMAKER, experienced, young 
man, school trained, desires position; 
single; prefer South or Middle West. 
Address “L., 205,’ care Jewelers’ Cir- 
cular-Keystone. 





ACTIVE YOUNG MAN, 15 years’ retail 
jewelry experience, seeks position in 
New York City or Boroughs; best ref- 
erence; nominal salary. Address “D., 
198," care Jewelers’ Circular-Keystone. 





SALESMAN thoroughly experienced and 
a proven producer with a splendid fol- 
lowing in eight mid-western states, 
wishes to make new connections for 
1939. Address “B., 71,’ care Jewelers’ 
Circular-Keystone. 





YOUNG WOMAN bookkeeper, typist, 10 
years’ varied experience with jewelry 
manufacturers and diamond concern; 
capable taking full charge; excellent 
references. Address “G., 81,” care 
Jewelers’ Circular-Keystone. 





YOUNG LADY bookkeeper, stenographer, 
10 years’ executive experience jewelry 
and watch trade; complete charge, cor- 
respondence, collections and credits. Ad- 
dress “P., 9189,” care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER, jeweler, stone setter, 
engraver, capable to take charge of 
store, or as bench man; 20 years’ ex- 
perience; must be good salary and 
working conditions. Address “C., 34,” 
care Jewelers’ Circular-Keystone. 





CASTER, expert caster of jewelry, makes 
rubber or metal moulds, vacuum in- 
vesting, assure 100 per cent perfect re- 
sults, desires position or installation. 
Address ‘‘A., 110,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN, 37, single, road or Metro- 
politan area; experienced, retailers, 
jobbers, department stores, gift shops, 
etc.; highly recommended; available 
at once. Address “P., 9121,” care 
Jewelers’ Circular-Keystone. 





GENERAL JEWELRY and ring manu- 
facturing experience, young woman, 
capable taking full charge factory gcid 
office, familiar with stock, orders, al 
routine work, etc. Address “G., 95,” 
care Jewelers’ Circular-Keystone. 


DISTINCTIVE watchmaker, exper 
manship, all size watches; ‘oalewett 
good appearance ; percentage or salary’ 
references; New York city or vicinity 
“Watchmaker,” 202 W. 81st St, New 
York City. . 





lil 
WXPERIENCED watchmaker desireg job 
in credit store; light repairing jewelry 
and engraving; salary $35 a wee,: 
ees? oP ls, a “Watch. 
maker,” 0 . Long St., Gastonia 
NG tonia, 





i 

SALESMAN avaliable for better class ins 
stallment jewelry store; interested on| 
in hearing from established and We 
rated firm; results absolutely guaran. 
teed. Address “Y., 193,” care Jewelery’ 
Circular-Keystone. 








SALESMAN, thoroughly experienceg 
watches and jewelry, desires connee. 
tion, manufacturer or jobber, loca} 
Metropolitan territory, first class house: 
good proposition only. Address “Q’ 
143,” care Jewelers’ Circular-Keystone,’ 








CREDIT jewelry man, thoroughly exper}. 
enced in all phases of installment, sel}. 
ing and collecting; 13 years of execy. 
tive experience; desire nominal wage, 
Address “C., 218,” care Jewelers’ Circy. 
lar-Keystone. 








MANUFACTURING jeweler and _ setter, 
well trained; background, capable de. 
signing to finishing; wants permanent 
position with reliable concern; have 
tools; references. Address “T., 214” 
eare Jewelers’ Circular-Keystone, 








Q 


ERTIFIED watchmaker, A-1 mechanic 
on Swiss and American, 25 years’ ex- 
perience, seeking position where good 
work is required, or will take on com. 
mission. Adolph, 18 M. Rural, Indian- 
apolis, Ind. 





WATCHMAKER, capable of doing all 
makes of watch and clock work, also 
light jewelry and optical work; 20 
years’ experience; age 35, six feet 
tall, neat appearance. Louis Borg, care 
L. A. Schmidt, New Paltz, N. Y. 





WATCHMAKER, combination front man, 
engraving, jewelry repairing, stone set- 
ting, salesman, 18 years’ experience; 
must be permanent with future; state 
salary. Address “S., 213,” care Jewel- 
ers’ Circular-Keystone. 





EXPERT Swiss & R. R. watchmaker, age 
39, more than 20 years’ experience on 
high grade work; capable assuming 
charge watch department; good refer- 
ences. Address “H., 212,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, available at once; abil- 
ity unquestionable, pleasing personality, 
young and unmarried: $40 a week or 
commission ; now employed; best refer- 
ences. Write, W. C. Hagood, 521 Del- 
mar St., Springfield, Mo. 





SALESMAN, young man, energetic, capa- 
ble, practical jeweler, seeks connection 
manufacturing house; New York City 
or West Coast; Al reference. Address 
“C., 238,” care Jewelers’ Circular-Key- 
stone. 





MANAGER, credit or collections, six 
years’ experience with leading jewelry 
chain store; complete charge all phases; 
excellent record; pleasing personality; 
aggressive. Address “H., 8949,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, 38, employed at present 
in Philadelphia, experienced on all 
grades of watches, including strikiag 
and complicated watches, desires per- 
manent position with a reputable house. 
Address “N., 231,” care Jewelers’ Cir- 
cular-Keystone. 











WATCHMAKER, Al mechanic, front- 
man and salesman; gcod personality, 
22 years’ experience; permanent posi- 
tion where results are appreciated; age 
43 years; start at $30; good refer- 
ences. Address “M., 230,” care Jewel- 
ers’ Circular-Keystone. 
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atch Work, etc., for the 
waa Crave 


‘nimum charge (25 words) $1.50 
"teal words, 5 cents a word 


Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











WATCHES repaired for the 
OVER bnere must be a reason; efficient 
oe Standard Watch Service, 


i] service. 
116 Fifth Ave., New York. 





—————— 
REPAIRING for the trade; 

WATCH suaranteed ; mail service; write 

for information and price list. Jos. 

Lencer, 726 Sansom St., Room 202, 

Philadelphia, Pa. 

———— 





CH REPAIRING; special parts 
— one of the best equipped shops ; 
good work; moderate prices ; quick ser- 
vice since 1874. Albert Hurd, 17 Steu- 
ben St., Albany, N. Y. 








GUARANTEED watch repairing for the 
trade; established 1910; highly skilled 
workmanship at positively lowest 
prices; quick mail service; trial con- 
vinces; send for price list. Wolf Bros., 
920 Chestnut St., Philadelphia, Pa. 





—_—_— 


HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished; 
out of town accounts solicited; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St.. New York. 





HIGH GRADE watch repairing for the 
trade; prompt service, reasonable 
prices; all work guaranteed; a trial 
will convince you; crystals fitted for 
any watch. George Crystal & Co., 613- 
614 Metropolitan Bldg., Detroit, Michi- 
gan. 





GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; premptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St.. Chi- 
cago, Ill. 





WATCH REPAIR establishment for 
the trade since 1918; out of town 
orders carefully attended to. I 
Kunnel, 2 West 47th St., New York 
City. Phone Bryant 9-5065. 








To Let. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 





WE DISMANTLE, MOVE AND IN- 
STALL, jewelry factories. Krasilovsky, 
Safe & Machinery Movers, 139 Grand 
St, New York. CAnal 6-2500. We 
also buy and sell safes. 





BENCH SPACE, one or more suitable for 
jeweler, casemaker, engraver or watch- 
maker; reasonable rent; excellent North 
light. 115 W. 45th St., New York. 
Room 1206. 





5 WEST 46TH STREET; store and 
offices, size 20 x 100; moderate 
rental; suitable for jewelers, op- 
ticians, ete.; brokers protected; for 
particulars, Charles H. Voorhees & 
Co., Inc., 55 Liberty St., New York. 
Rector 2-6151. 











JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bldg., St. 
Louis, Mo. 





AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker delivery 
and the advantages of combining ail 
make pens under one mailing; saves 
more than half your postage cost. Open 
—— Miller’s Pen Seryice, Atlanta, 

a. 





PENS REPAIRED FOR DEALERS 
fountain pens, desk pens, “Vaku-um’ 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St 
Chicago. 








To Exchange 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





GOOD ASSORTMENT of 20 movements 
sent for 12 oz. of any gold-filled scrap: 
write for price list of movements. B. 
Lowe, Kesner Bldg., Chicago, Il. 








Lost 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





LOST, in the vicinity Hotel Biltmore, 
Wednesday, October 12th, emerald cut 
diamond ring, diamond weighs 11.86 
carats; finder may obtain liberal re- 
ward at Marcus & Co., 679 Fifth Ave- 
nue, New York. 





#Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. Z. H. Polachek, 
1234 Broadway, New York. 





INVENTORS: send for my free 72-page 
book; conscientious, prompt personal 
service on all patent matters; regis- 
tered patent attorney. L. F. Randolph, 
Dept. 764, Washington, D. C. 





WATCHMAKERS! increase your abil- 
ity through the highly recommended 
books: ‘“‘Rules and Practice for Adjust- 
ing Watches’ and “Practical Balance 
and Hairspring Works’”’; circulars free. 
Walter Kleinlein, Waltham, Mass. 











JUST 
PUBLISHED .. 


JEWELRY, GEM CUTTING 
and METALCRAFT 


by W.T. Baxter 


Instructor in Art Metal and 
Jewelry, Woodrow Wilson High 
School, Washington, D. C. 


A book explaining the 
tools, materials and meth- 
ods used in trade shops. 
A reliable guide for ap- 
prentices—a helpful and 
informative book for the 


journeyman worker. 


Contains 224 pages—Pro- 


fusely illustrated. 


Price $2.50 Postpaid 


THE JEWELERS’ 
CIRCULAR- KEYSTONE 


Chestnut and 5éth Sts. 
Philadelphia, Pa. 


239 West 39th St. 
New York, N. Y. 
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Turning with the Slide-Rest 
(From page 105) 


tool, for obvious uses. Nos. 2 and 4 are for turning 
recesses of diameter too small to allow the use of tools 
like Nos. 5 and 7. 

It should be understood that the setting of a cutter 
in relation to the height of the center of the work; the 
speeds at which the lathe should be run for turning 
different metals, and the other general principles of 
hand turning explained beginning on page 115 of Tue 
Jewevcers’ Circutar-Kerystone for November, apply to 
slide-rest work as well. But there are several additional 
things to look after in turning with the slide-rest. 


CORRECT SETTING OF TOOLS 


On every slide-rest, the tool post enables the cutting 
tool to be set at any chosen angle, as looked at from 
above the work, as well as at various heights. Concern- 
ing the horizontal angle, the worst fault in setting this 
is shown in Fig. 6, at a, in which the turning action 
of the tool is a continuous “undercutting” effect. In this, 
the tendency is to draw the tool into and cramp it in the 
cut, which may result in breaking the tool or bending 
the work, when considerable force is applied to the 
tool. 

The correct setting of the tool is as at b, Fig. 6. Here 
the tool cuts an outside taper, instead of inside; and 
should a little excess of force be applied, this would 
have a self-relieving effect, tending to push the tool 
slightly away from and out of the cut, since it is not 
confined in the cut as it is at a. But in this, the tool 
should not be set to make the surface being cut too long 
in proportion to its depth, as it would be made were 
the back end of the tool swung too far toward the left. 
Such a setting would require excessive force to cause 
the cutting edge to bite sufficiently into the work, increas- 
ing the risk of breaking the edge of the tool or bending 
the work from the undue strain on it. It might also 
cause that vibration of the tool called chattering, which 
produces a corrugated effect on the work instead of a 
smooth surface. An average angle, good for most work, 
is that shown in Fig. 6 at b. 

Another fault that may be avoided is the appearance 
often seen, of ugly looking slight waves or rings, espe- 
cially on flat work faced at a right angle to its axis. 
Instead of this, the final cut should leave the surface 
with an evenly grained dead flat finish in which the con- 
centric rays left by the tool are all in the same plane, 
instead of in furrows. This surface has somewhat the 
appearance of what is called frosted or mat finish on 
platinum jewelry, besides being dead flat; and is 
obtained by watching out for two things in adjusting 
the slides and setting the tool to the work. 

On all slide-rests, the main and cross slides have steel 
gibs that form the bearings. Inside, against the gibs, 
are the ends of screws for adjusting the tightness of 
the slides. The slotted heads of these screws are shown 
in Figs. 2 and 38. How tightly or freely the slides are 
adjusted has an important effect on the quality of finish 
produced on work, as well as on the essential truth 
and accuracy of the work. 

If a slide is adjusted too tightly, the force needed to 
move it will vibrate the tool very slightly alternately 
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into and away from the work with each turn of the 
handle, causing the furrows on the turned surface tha 
spoil its appearance. With a slide adjusted too loosely, 
the same bad effect may be produced, due to the slide. 
motion being governed by the thread of the lead-screy, 
instead of by the straightness of the slide itself, g4 
the adjusting screws should be used, to insure free moye. 
ment of the slides lengthwise, but with no side-play; ang 
the slides should be kept oiled. 

In turning steel with a slide-rest, the heavier sort 
of work should be kept lubricated by dropping oil on it 
occasionally from an oilcan, to reduce the heat generated 
by the cutting action. Small light work in steel May 
be lubricated by rubbing beeswax on it, the heat melting 
the wax as it is applied, this being cleaner to use than 
oil. Softer metals than steel need not be lubricated jp 
turning; nor need oil be used on the final light finishing 
cut on steel. 


NEW DRILLING TOOL IS INVENTED 


A new tool for holding drills for repivoting jobs on 
watch and clock arbors has been shown to THE JEWELERS’ 
Circutar-Keystone by William Aschendorf, watch- 
maker at 11 John St., New York, who has made applica- 
tion for a patent. Mr. Aschendorf has arranged for 
manufacturing this tool, and will shortly announce it for 
sale to the trade. 

In the illustration, Fig. 1 shows the tool in use, held 
in the tailstock of a watchmaker’s lathe. The device is 
seen to consist of a special spindle for the tailstock, in 
which a drill is mounted, held in position in the axis of 
the work, and movable horizontally so as to guide the 











drill as it is advanced into the hole being drilied. 
The positive control of movement in other directions, is 
for the purpose of preventing breakage of drills, and of 
providing a quick centering of the drill in the work, and 
holding the drill centrally as it advances. 

The details of the spindle, the drill chuck and the op- 
erating rod are so cearly shown in Fig. 2 in the illustra- 
tion that it is unnecessary to describe them at length. It 
should be understood that the spindle, 5, takes the place 
of the regular tailstock spindle while the tool is being 
used, and the drill is operated by the finger-knob 7. The 
small diameter of the central rod that holds the drill in 
its chuck, affords sensitiveness in controlling the feed 
of the drill into the work. Mr. Aschendorf claims the 
tool may be used for perfect drilling of any part of 4 
watch. He is perfecting a pivot polisher to be used with 
the tool. 
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ACROSS 
the 


EDITORS 
DESK 


— we wonder if the chief 
reason for the continuance of those abuses that we all 
complain about—wholesale-retailing, gyp watch repair- 
ing, and the like—isn’t to be found in the fact that too 
many of us take it out in merely complaining instead of 
doing something about it. 

For we can do something. Nodt individually, of course, 
but by concerted cooperative action. For proof, look 
at the way Wisconsin jewelers by acting together have 
eliminated the gyp watch repairer from that state. Look 
how jewelers in several states have succeeded in getting 
legislation regulating the sale of used watches. Look 
at the progress the A.N.R.J.A. has made in the fight 
against wholesale-retailing, as typified by the L. & C. 
Mayers case. Look at what the Better Business Bureaus 
have done toward eliminating false and misleading ad- 
vertising. 

Such groups are doing things that help your business. 
They could do a lot more if they had, as they should have, 
the membership and support of every merchant who is 
benefited by their activities. ‘ 

The trouble is not only the unfairness of letting your 
neighbor do all the work of building the road on which 
you as well as he will ride. Just as important is the fact 
that the road can be built better and quicker if everyone 
pitches in and helps. 

Resolve that in 1939 you too will do your bit to help 
your industry and yourself by supporting and cooperat- 
ing in the activities of your trade associations. 


O. another page of this issue we present 
some highly illuminating figures on retail jewelry store 
operations, that have just been compiled by the Jewelers 
Board of Trade in cooperation with the A.N.R.J.A. 

It is the present intention of the A.N.R.J.A. to make 
similar surveys from time to time in order to keep the 
figures fairly up to date. While a substantial number 
of stores, representing a total annual volume of nine 
and a half million dollars co-operated by furnishing their 


figures for this compilation, it is to be hoped that an 
larger number will participate in future ones. 
Doing so involves no burden, because the information 
called for is readily available to most retail jewelers. 
since it has to be compiled anyway for use in tax reports 
reports to commercial agencies and the like, and Tue 
Jeweers’ Circuiar-Keystone urges its readers to co | 
operate when next they receive such a request. j 
Only through such surveys can reliable data as to cogt 
of doing business be compiled, and such data is mogt | 
helpful in the development of standards of efficiency 
toward which to strive. The figures also provide many 
facturers with the information necessary to make possi- ” 
ble the establishment of fair retail prices that take into” 
consideration the jeweler’s overhead and enable him tg. 
do business at a profit. Self-interest alone should 
prompt co-operation by retail merchants. 7 


even 


* 
Wat may prove to be the greatest 


stimulant to jewelry sales that we have had in many a 
year has just been initiated by the Diamond Corporation, 
The London syndicate has engaged one of America’s” 
foremost advertising agencies, N. W. Ayer and Son of © 
Philadelphia, to make a nation-wide analysis of eppor- q 
tunities and methods for increasing the sale of diamonds 7 
in the United States. ; 
Such an investigation, which will make available for 
the first time the comprehensive array of facts which are | 
indispensable to intelligent and effective selling, should | 
be invaluable to the jewelry trade. ; 
Furthermore, it is to be presumed that the purpose of ~ 
the Diamond Corporation in gathering the information is — 
to provide itself with the necessary data for a planned © 
and systematic campaign to get the American public to 
buy more and better diamonds. If that is the intention, 7 
as seems probable, diamonds should ultimately regain 3 
their place in the sun in public esteem with a consequent 7 
benefit to the jeweler too obvious to require comment, ~ 
Let us hope that the effort will be promptly and vigor- ~ 
ously carried through to its ultimate and logical conclu- 1 
sion. 


WV scone rates watchmaking as a profession. 
Due largely to the activities of the Wisconsin Watch- ~ 
makers Association, watchmaking is legally established 
as a profession in that state. Chapter 125 of the re- 
vised Wisconsin statutes so classifies it and such publi- 
cations as the Wisconsin ‘Blue Book” and the “‘Wiscon- 
sin Directory” of state officers list the Wisconsin Board 
of Examiners in Watchmaking in the same category as 
the boards regulating architects, attorneys, dentists, doc- 
tors, etc., under the heading Professional Examining 
Boards. 

The Wisconsin Watchmakers Association has done 4& 
truly outstanding job in raising and maintaining the 
standing and prestige of watchmaking and it is to be 
hoped that associations in other states which are pattern- 
ing their campaigns upon Wisconsin will be equally suc- 
cessful in attaining the objectives which have been so 
splendidly accomplished in that state. 
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